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code exemption whereby the presence of sprinklers 
creates a circumstance where 60 and 90 minute 
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I 
AM OFTEN REMINDED THAT WE MUST  
attract the next generation to our industry in 
order to secure our future. How difficult will 

this be to accomplish? What are those “20 some-
thing’s” really like? I recently attended a seminar 
on generations and was quite encouraged by what 
I learned of the uniqueness of the “millennial 
generation” (29 years of age and younger).

First of all, it will come as no surprise to the baby 
boomer generation (those of us born between 1946 
and 1964) that the millennial generation is the 
most sheltered in our history. Why shouldn’t we 
be surprised? We baby boomers are responsible 
for sheltering this generation from anything that 
might harm them. You know—fighting their battles 
in school, staying actively engaged in all of their 
extracurricular activities, and making sure that we 
give them the best chance to succeed in just about 
every area of their lives. 

This generation has consistently been told that 
they are “special” and, guess what, they believe 
us. Why else would we secure private lessons in 
between seasons, send them to extensive training 
camps to develop their every skill and invest so 
heavily in travel teams and the like—because they 
are SPECIAL and deserve special attention.

Parents are so involved in this generation’s lives 
that currently Fortune 500 companies are develop-
ing interview packages for the parents of interview-
ees from the millennial generation. If you can imag-
ine the Army is conducting a separate interview 
with the parents, and colleges are conducting orien-
tation session specifically for the parents (primarily 
so they can pry the kids away from Mom and Dad). 
Could you imagine having your parents participate 
in your job interview? The Fortune 500 companies 
realize that the millennial generation works closely 
with their parents on career decisions and they must 
convince the parent, as well as the applicant, of the 
merits of a career with their company. Oh, and the 
bad news is that this generation is happy to move 
back home—and we are happy to have them so we 
can advise them on their next move.

This next generation likes to make future 
plans—they enjoy outlining their professional 
and personal lives. And once they begin working 
for you, they want to immediately discuss their 
future—especially their earning potential—with 
your company, so be ready to respond.

The millennial generation is very civic-minded. 
Interviews have been conducted with graduating 
seniors and when asked to identify the top ten 
companies they would like to work for—four of 
the ten identified our non-profits such as Teach 
America. In fact, those individuals who have joined 
Teach America have a higher grade point average 
than their counterparts who are joining the ranks 
of Fortune 500 companies. They want to feel good 
about their work and know that it contributes to 
society. Could they feel good about contributing to 
the world of life safety and security? Let’s hope so.

They are joiners and enjoy working in teams. They 
have grown up in constant communication with 
their friends and make group decisions. Homework 
has been accomplished while instant messages are 
flying—not cheating, just chatting. They have grown 
up knowing everything about each other because 
they are in constant contact with each other—team 
work is natural and preferred.

So what does this mean to our industry? How can 
we attract the next generation? Well, one way is by 
emphasizing what is important to them. Learn about 
their future plans. Understand what their parents 
believe they should be considering in their career 
decisions. Illustrate that our industry is making a 
positive contribution to society. Focus on the team 
effort necessary within our companies, but also with 
regards to our customers. Pay is important, but the 
other components can be just as important as well.

If you can understand what drives this generation, 
then you can attract them to our industry. I know, 
they are not like you when you were their age- but we 
weren’t like our parents when they were twenty and 
we managed to find our way into this great industry… 
this next generation can too!  

How to Recruit the  
 Millennial Generation

i n  T O U C H

By Jerry S. Heppes, Sr., CAE 
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I 
F YOU ASKED A CHILD WHAT THEY   
were thinking in terms of their safety and 
security when they go out in public, what do 

you think most of them would say? When they go 
to a mall, a movie theater, a grocery store, their 
safety is probably something they very rarely 
think about, if they think about it at all. Most of 
us in the United States carry this sense of security 
and safety with us into our adult years, never 
questioning the infrastructure that allows us that 
level of confidence.

A lot of this comfort comes from living in nice 
neighborhoods, shopping in areas that are gener-
ally safe and living in a society where the vast 
majority of people value their own safety as well 
as the safety of those around them. Due to the 
large number of people in public places, however, 
it can be challenging at times to ensure a satisfac-
tory level of safety. 

There are a variety of tools and methods avail-
able that help make keep the public safe on a 
daily basis, some of which are visible, but most of 
which the public are not even consciously aware 
of—closed circuit television (CCTV) systems 
that monitor crowds, access control systems 
that restrict places and times to those who are 
authorized to use them, and of course, good old 
fashioned locks. All of these pieces work together 
to create a seamless system that enhances the 
security of everyone inside a building.

Consider for a moment the variety of places 
that conduct business in some fashion—from 
well-known tourist attractions to large shopping 
facilities to small retail establishments. All of 
these facilities provide an environment where 
the general public never thinks about security or 
safety. They enter these facilities with the confi-
dence that they will walk out safely.

It is a credit to our industry that most people 
never give any thought to the hardware and 

technology that keeps them safe. An unfortunate 
side effect of our success, however, has been that 
security measures often received insufficient 
funding in places like schools, malls and other 

“soft targets.” People were unaccustomed to think-
ing in terms of prevention. 

In the last few years though, since 9/11, there has 
been a marked increase in the level of awareness 
people have about their safety and their children’s 
safety. Tragedies like the Virginia Tech shootings 
and even the recent killings at suburban shop-
ping malls have only heightened this awareness. 
Though they are dark moments in our history, 
they have served as a wake up call to our society 
that security is not something that should be 
taken for granted and that making assumptions 
about levels of security can lead to tragic ends. 

As a result of that awareness, priorities are being 
shifted and architects and building owners are start-
ing to think about not just how they should react to 
an emergency situation, but how to prevent one. 

This is where our industry has an important 
role to play. You can use your experience and 
knowledge to help educate the people you come in 
contact with. You can provide a security contain-
ment and contingency plan to the owners of these 
businesses through the products you sell or install. 
You can continue to do what our industry does 
best by providing a sense of security to each and 
every individual who enters a building. 

These recent tragedies have helped people to 
realize that our sense of security is often a false 
one and that it must be supported by planning, 
hardware and technology. This industry has the 
ability to provide some of the tools that create a 
very real sense of security. 

We can’t prevent every tragedy, but we can 
provide a safe and secure environment that will 
help to significantly mitigate the scale of destruc-
tion where it can’t be prevented.  

Taking Security for  
 Granted No Longer

By Bill Johnson, Managing Director, 
Foundation for the Advancement of Life Safety and Security

l i fe  safet y  &  secur it y   FOUNDATION

Bill Johnson can be reached at bjohnson@dhi.org or (703) 
766-7039. For more information on the Foundation, please 
visit www.lifessafetysecurity.org.
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c a s e   S T U D Y

today's sophisticated

ELECTRONIC SYSTEMS
make it

From Simple Electronic 

Locks to Computer-Managed 

Standalones, Hardwired 

or Wireless Technology 

Systems, the Right Access 

Control Solution Is Available

B Y  M A R I LY N  C O L L I N S

CREATING A SECURITY SYSTEM FOR  A RETAIL FACILITY IS,  
in many respects, just like creating a security system for any other 
building. Safety, ease of use, and cost are the primary factors. Yet 
special considerations such as shrinkage and loss prevention in 
the warehouses and storage areas must also come into play. Not to 
mention that the public-facing doors in retail facilities are typically 
made of glass, requiring unique glass-friendly solutions.

Back doors, fire exits and storage areas in larger retail buildings 
necessitate integrated access control systems that easily allow for 
monitoring and control. There are many types of locks on the 
market today that effectively protect assets and can be utilized in 
flexible ways. Putting some thought into your access control system 
will undoubtedly save time and money in the future. 

If your organization is planning a new facility, it is best to meet 
with architects and engineers before the building is specified and 
built. At this point, you can decide whether to install a networked 
or standalone access control system. A networked system, which 
requires wiring, is easiest to install while a facility is being newly 
built. Wiring after construction is usually quite difficult and costly, 
however.

When upgrading your access control system at an existing retail 
facility, however, you will probably pursue a standalone access 
control door security solution or wireless solution. That’s because 
they cost much less than hardwiring a building during a retrofit.

EASY

secur ing retai l  f ac i l i t ies:
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Moving Up the Retail  
(Access Control) Chain

Major chains face a different para-
digm. While fashion may sometimes 
successfully go retro, with locking 
systems it’s a safer bet to look to the 
future. With the increased flexibil-
ity, heightened security and lower 
costs offered by electronic locking 
systems, it is small wonder that they 
are having a profound change on 
the world of retail access control. 
Moving from mechanical locks to 
an electronic locking system is the 
first step toward total, integrated 
access control. Electronic locks let 
businesses retrofit doors to become 
part of an overall system, using the 
same credentials throughout a retail 
facility or even multiple facilities. 
Electronic systems even allow inter-
mixing of credentials. 

The question is simple. How do 
you provide security—after the 

fact—that will protect people and 
assets? Today, you have four main 
choices. You can use program-
mable electronic locks, a computer-
managed locking system, a hard-
wired system or go wireless. Let’s 
look at these alternatives. 

Programmable Electronic Locks

This is your most economical 
solution. At an installed cost start-
ing around $655 U. S. per door, 
programmable electronic locks 
provide a solid choice for organiza-
tions with a limited number of users 
and access points. A step above the 
traditional generations-old strictly 
mechanical pushbutton lock, they 
are stand-alone, microproces-
sor-based, battery-powered locks 
that provide increased value in a 
retail situation. Until it receives an 
authorized code, the clutching lever 
simply gives way, discouraging 

vandals and others from breaking it 
to gain entry. 

With these new generation 
locking systems, you can quickly 
program up to 120 individual user 
codes, right at the keypad. Floor 
supervisors can easily add or delete 
users in less than a ten-second 
process. Recently introduced 
programmable locks additionally 
feature iButton ports, 12-button 
keypads and standard builder’s 
cylinders. Models are available for 
use with a wide range of doors, 
latches and exit devices, including 
narrow stile aluminum doors.

If the need is to provide controlled 
access to multiple users shar-
ing access to multiple openings, 
programmable electronic locks and 
trims are the first step in a migra-
tion from mechanical key systems to 
fully electronic access control. 

Transparent Electronic Solution 
for Main Street Shops. Securing 

1.  Programmable locks bring the sophistication of electronic access 
control to any size retail outlet. This shows a glass door version.

2.  Computer Managed (CM) locks provide most of the features 
of a hardwired system at a reduced cost.

1

2
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glass doors on Main Street retail outlets is getting 
easier and easier with these types of locks because 
they meld multiple access control components into 
one secure system solution. With minimal work, Main 
Street retail facilities can take advantage of electronic 
access control security hardware that interfaces 
easily with most common aluminum and glass door 
hardware.

Computer-Managed Locking Systems

The next step in an intelligent migration from 
mechanical locks to total integrated access control 
involves computer-managed (CM) locking systems. 
These standalone, programmable, battery-powered 
locks are networked through software to provide audit-
trail capability and time-based scheduling for restrict-
ing access. Using CM locks, managers and employees 
have many of the benefits of a networked system with-
out the associated costs or network wires. Typical per 
door installation costs average less than $1,000. 

The CM system is very easy to retrofit, and can 
support a variety of credential types including PIN 
codes, magnetic stripe cards, iButtons, proximity cards 
and biometrics. Whatever the credential used, one 
intuitive, user-friendly software programs all—the 
locksets, exit device trim, strikes and magnets (through 
the offline controllers)—from a PC or PDA. With the 
system’s software, assignment of access privileges 
and adding and deleting users and access points can 
quickly and easily be accomplished. 

Next Step: Inviting Third Parties 
Using Hardwire Systems

Beyond CM locking systems are the VIP (Value 
Integration Platform) locks, which let retail facilities 
monitor door openings with their own existing, third-
party access control panels and software. Contrary to 
CM locks, one doesn’t to go to the locks themselves 
to program them or download audit trail informa-

3

4

3.  Hardwired systems work with the leading access control management 
systems. They should especially be considered in new building projects.

4.  Wireless locks are the perfect solution for retrofit 
applications, avoiding the cost of wiring.



tion. The VIP open architecture platform seamlessly 
connects the specially designed door lock to a panel 
interface board (PIB) that connects to any present access 
control panel. There is no need for separate components 
or multiple manufacturers’ products. Users access the 
VIP lock with either magnetic stripe or proximity cards.

As a result, credential data and door status informa-
tion required by the access control panel, such as door 
position or request-to-exit status, are passed via RS-485 
communication from the lock to the panel via the PIB 
provided with the locks. The access control panel main-
tains control of the lock status and status indication 
on the VIP locks as it does with present electric strike 
or electromagnetic locking systems. All monitoring is 
captured at the remote monitoring station. Regardless 
of software employed, retail operations have the bene-
fits of a networked system without the costs. 

Going Wireless

The most recent addition to the options for total 
integrated access control is the application of wireless 
technology in physical security environments. Wireless 
systems use less hardware and install five to ten times 
faster. With wireless systems, it becomes extremely easy 
to retrofit electronic access control solutions in facilities 
and applications that have previously held back due to 
budget constraints or installation limitations.

In addition to providing access control at a door in the 
form of a wireless lock, organizations can now take advan-
tage of wireless solutions for elevators, gates, and other exit 
devices. Importantly, the wireless system easily integrates 
into all existing access control systems and customers can 
continue to use their existing keys or ID credentials.

Check with “The Man”

Beyond security, cost and implementation pros and 
cons, retail facilities are also governed by local and 
other regulations. While you are concentrating on 
preventing unauthorized access, construction, fire and 
life safety regulations will demand that you provide 
free egress from the building. Be sure to consult with an 
expert before embarking on a new access control system 
so that you have the big picture and create the perfect 
system for your facility now and into the future.  

About the Author: Marilyn Collins is the Schlage Electronic Security VIP 
Product Marketing Manager for Ingersoll Rand Security Technologies.

POWER
The Third Generation Concealed Door Closer

Tel (212) 599 5177  E-mail usa@samuel-heath.com

perkopower.com 

the door closer
is hidden

the benefits 
are clear

NEW

It’s difficult to show you the benefits that something
gives you when it is hidden from sight, but when you
choose the PERKO POWER™ concealed door closer
for your projects, the benefits will become very clear.

The PERKO POWER™ door closer fits between the
door and the door jamb, so it is totally concealed
when the door is closed. The PERKO POWER™ door
closer gives you the capability to incorporate great-
looking fire and access doors into your projects
without worrying about the aesthetics being ruined
by unsightly door closer boxes.

PERKO POWER™ is engineered to the most exacting
standards of performance and quality, and has
successfully undergone rigorous testing to assure you
of its credentials and durability.

PERKO POWER™ meets all relevant UL and ANSI
standards, is maintenance-free and carries a 10-year
guarantee.

To find out more, including a host of other ‘hidden
benefits’ that concealment gives you, visit the PERKO
POWER™ website or call us for specification advice.
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ANDY PEACOCK WAS JUST 15 YEARS OLD  
when he began working for the Melaver 
family in Savannah, Ga. He was a bag boy 
at the M&M Supermarket at Abercorn 
Plaza, a shopping center that was, as third 
generation CEO Martin Melaver calls it, 

“a real high wire act”—the first shopping center development 
for the family whose roots were in the grocery store business. 
Abercorn Plaza opened during the height of the 1960s civil 
rights movement in Savannah, and the shopping center was 
boycotted because the Melaver family supported desegrega-
tion. Nevertheless, it was a great part-time job for a young 
man who never would have imagined that the shopping 
center would play such a major role in his future.

Retail

B Y  C O L I N  C O Y N E ,  L E E D  A P

Abercorn Common is the first all-retail Silver LEED-CS project in the nation developed 
by Melaver, Inc., which includes retailers like Panera, Circuit City, and McDonald’s.

R

from theGround Up
goes 
 green
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Flash forward to 2006, and Abercorn Common, as it 
is now known, is the first all-retail Silver Leadership in 
Energy and Environmental Design Core & Shell (LEED-
CS) project in the nation. Melaver, Inc., now developers, 
renovated the center as a pilot project in the U.S. Green 
Building Council’s (USGBC) Core and Shell program. 
Former M&M bag boy—now project manager—Randy 
Peacock is at the helm of the center’s $30 million, 169,000 
square-foot renovation. The modern day Abercorn 
Common remains a sign of the Melaver family’s socially 
progressive way of doing business, as the innovative 
flagship of the company’s efforts to become a vertically-
integrated, truly sustainable real estate firm.

“Abercorn Common represents a full circle for us,” 
said Martin Melaver. “We planted the seeds of entre-
preneurism and social responsibility here in the 1960s. 
Today’s Abercorn Common is as relevant as that shop-
ping center was in its time.”

Melaver went on to say that the development of 
Abercorn Common as a LEED-CS project was a learning 
lab for the company. 

“The trial and error process that comes from being 
a part of this pilot project has really informed the way 
we think about what we do,” said Melaver. “We now 
talk about ourselves as envelopers and not developers: 
the idea being that we are encompassing our commu-
nity in a different approach toward using—and not 
using—resources.”

The renovation, completed in March 2006, includes 
several big box retailers, including Circuit City, 
Michael’s, and Home Goods, as well as eateries like 
Panera Bread and Loco’s Deli. Loco’s Deli is pursu-
ing LEED Commercial Interiors (CI) certification. The 
development also includes the first LEED Core & Shell 
McDonald’s, which recently received a Gold rating.

Though not the first LEED project for Melaver, Inc., 
Abercorn Common is one of the first projects to apply 
the LEED rating system to a retail development, and as 
such, there were challenges. Though energy efficiency, 
water conservation, and daylighting are all appealing 
amenities, the center needed to provide a competitive 
market rate for tenants and fit into their overall plans for 
development to be successful.

“Most retailers have prototypical building plans that don’t 
leave a lot of room for flexibility,” explains Randy Peacock. 
“We spent a lot of time educating tenants about the benefits 
of green building, and the pay-offs that they would gain by 
adapting their plans for materials, lighting and the like.”

LEED Core & Shell 

As a pilot project for LEED-CS, Abercorn Common 
was a teaching place for the entire development 
team—designers, general contractors, tenants, and, in 
particular, developer Melaver, Inc. 

“We learned quickly that there was no road map for 
building a green shopping center,” explains Martin Melaver. 

Retail Size: . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .169,000 Square Feet
Completed:  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  March 2006
Cost:  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$30 Million
Retailers: . . . . . . . . . Circuit City, Michael’s, Home Goods,
 Panera Bread, Loco’s Deli (Pursuing LEED CI) 

  and The First LEED-CS McDonald’s. 

GREEN PRODUCTS

Concrete with Fly Ash:  . . . . . . . . . . . . . . . . . . . . . . . Lafarge
Formaldehyde-free Insulation: . . . . . . . . . Johns Manville
High-albedo White Tpo Roof Membrane:  . . . . . . . . GAF
High-efficiency Hvac with Hot-gas Reheat:  . . . Lennox
Low-voc Primer: . . . . . . . . . . . . . . . . . . . . .Sherwin Williams
One-gallon Per Flush Toilets:  . . . .  Mansfield Plumbing 
 with Sloan Flushmate Technology
Recycled Content Gypsum Board:  . . . . .Georgia Pacific
Waterfree Urinals: . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Sloan 

PROJECT TEAM

Owner/Developer: . . . . . . . Randy Peacock, Melaver, Inc.
General Contractor:  . . . . . . . . . . . . . . . .Scott A. Reynolds,
 Catamount Constructors, Inc.
Architect:  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Phil Ozell, AIA, 
 Ozell Stankus Associates Architects
Leed Technical Assistance:  . . . . . . . . . Tommy Linstroth, 
 Melaver, Inc., & Phaedra Svec, Elements
Plumbing & Mechanical Engineer: . .Rich Donaldson, P.E.
 Johnson, Spellman & Associates
Electrical Engineer: . . . . . . . . . . . . . . . . . . Mike Osaski, P.E., 
  Johnson, Spellman & Associates, Inc.
Heating & Air Subcontractor:  . . . . . . . . Michael Lemack,
  Air Services Refrigeration Specialties
Commissioning Agents:  . . . . . . . . . . . . . . . . . .Thom Wille,  
 Johnson, Spellman & Associates, Inc.,
  Leah Benincasa, Barnett Consulting Engineers

ABERCORN COMMON RENOVATION, LEED-CS
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 “And, there was not really a market for it. We 
had to adjust our thinking many times along 
the way on just about every aspect of the 
project.”

KEY COMPONENTS TO THIS  
CONSENSUS BUILDING WERE:
Recruiting an integrated design team 
that buys into the process from the 
beginning. “Getting everyone on board 
with what you are doing will facilitate 
the process,” said Peacock.
Establishing goals for the building 
beforehand. “For example, set a goal 
that says the building will be X percent 
more energy efficient and incorporate 
Y percent daylight,” advises Peacock. 
“That way, the design team has a 

specific goal to work towards.”
Not letting the idea of a ‘cost 
premium’ throw project off 

course. “What may seem like 
high first costs are often offset 

elsewhere in the project,” said 
Peacock. “For example, the higher 

costs of a cistern and porous pave-
ment will save you money in that 

the site requires less volume to be 
held in the retention ponds while 

harvesting rain water for irrigation. 
A better building envelope—achieved 
through high quality glass and higher 
R-Value with building insulation costs 
a bit more, but you offset the cost by 
lowering the amount of needed HVAC 
for the individual tenant spaces.” 

WHAT’S IN STORE? 

Ultimately, the finished product at 
Abercorn Common is a high-perform-
ing retail center that is designed to 
be 30 more energy efficient than code 
(ASHRAE 90.1), designed to be 55 percent 
more water efficient than required by 
the 1992 Energy Policy Act, has healthier 
indoor air achieved through the use of 
MERV 13 filters, less stormwater runoff 
and uses no potable water for irrigation.

Abercorn Common 
is located within 
1/4 mile of three 

different bus lines, 
preferred parking 

spaces are provided 
for shoppers 

driving hybrid 
vehicles, and bike 
racks and showers 

are provided 
for tenants.
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SITE 

Almost one acre of pervious pavement diverts storm-
water runoff by almost 25 percent, decreasing the need for 
municipal stormwater treatment and removing sediment 
and pollutants. Preferred parking spaces are provided for 
shoppers driving hybrid vehicles. As a driving alternative, 
the center is located within 1/4 mile of three different bus 
lines. Bike racks and showers are provided for tenants.

WATER EFFICIENCY 

A highlight of any Abercorn Common tour is a visit 
behind the center to see a cistern that captures 5.5 
million gallons of rainwater water annually to irrigate 
the landscape while reducing the amount of stormwater 
run off into the local basin. Waterfree urinals, ultra-low-
flow toilets, and low-flow faucets are designed to reduce 
sewage conveyance by 55 percent. 

BUILDING ENVELOPE 

A better building envelope is achieved via a white 
reflective roof, efficient glazing, joint sealing and 
increased wall and roof insulation. This, coupled with 
high-efficiency light fixtures and HVAC equipment, helps 
reduce energy consumption by an estimated 30 percent. 
Annually, 450,000 kWhs of electricity and 9,000 therms 
of natural gas are saved, equating to over $20,000 annual 
savings. Additionally, 100 percent of the core and shell of 
the McDonald’s on the site uses green power. 

MATERIALS 

Eighty-five percent of all construction debris, total-
ing more than 6,000 tons of material, was kept out of 
the landfill through recycling or reuse. Materials were 
selected that have high recycled material content, and 
over 70 percent of materials were manufactured within 
a 500-mile radius of the project site. For example, 
asphalt, concrete and landscaping plants were sourced 
in Savannah, while steel came from nearby South 
Carolina, and gypsum board from Brunswick, Ga.

INDOOR AIR QUALITY 

Low volatile organic compound (VOC) paints, sealants 
and adhesives were used throughout the project, improv-
ing indoor air quality. High-efficiency HVAC units ensure 
healthy levels of outside air and moisture control. 

SHOPPING A DIFFERENCE 

Melaver’s company tagline, “…a Difference,” reflects 

the intent of the company to provide traditional services 
like development by nontraditional means that take into 
account the social and environmental consequences of 
doing business or providing a service. 

“Shopping a Difference” is the company’s way of commu-
nicating to the community that there is something different 
about Abercorn Common. The Silver LEED-CS plaque is 
prominently displayed at the center of the complex, while 
plaques describing the various energy and water efficiency 
features are located throughout the center. Ultimately, the 
project that started as 
a learning lab for the 
company has become 
a learning lab for the 
community.  

This article originally 
appeared in the 
August 2006 edition of 
Environmental Design + 
Construction magazine. 
www.EDCmag.com. 
Reprinted with permission.

SAVANNAH, GA—abundant daylighting, certified 
wood, green power and innovative wastewater 
technologies have contributed to developer melaver, 
inc., receiving a gold leed core & shell rating for the 
mcdonald’s restaurant located at abercorn common. 
some features of the new restaurant include: bike 
racks for employees and customers; preferred 
parking for low-emission hybrid vehicles; a porous 
pavement, which allows storm water to benefit the 
soil instead of draining into the sewer system; a white 
roof that reflects heat, keeping the building cooler in 
the warmer months; and reducing energy costs and 
windows that allow daylight to reach 75 percent of 
the interior of the restaurant, reducing lighting costs. 

Additionally, water use has been reduced by 58 
percent, saving 130,000 gallons of water annually. 
more than 20 percent of the construction material 
is made from recycled content and manufactured 
locally. more than 50 percent of the wood used in the 
restaurant comes from sustainable managed forests, 
as identified by the forestry stewardship council.

MCDONALD’S AT ABERCORN COMMON 
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                    IF A TIMELINE CAN BE DRAWN DEPICTING THE  
evolution of doors and locks, the first 3,000 or so years 

would look fairly staid with maybe a slight improvement 
occurring roughly every hundred years. Once the graph reaches the 

late twentieth century, however, a remarkable change occurs. Where the 
centuries of time were previously depicted with vast stretches of empty 
space, the past few decades are marked with hundreds of hash marks 
depicting new innovations. Without a doubt, the door and hardware 
industry has progressed rapidly in recent years.

While industry insiders have long been cognizant of the ongoing change, 
society in general has finally come to grasp the prevalent role that security 
now plays in everyday life. In the corporate world, for example, security was 
viewed not long ago as sort of a maintenance issue and was frequently an 
afterthought. Not anymore. Security officers now hold “C” level positions 
in many companies, schools and hospitals. This means the Chief Security 
Officer (CSO) who oversees all aspects of building safety and security, now 
sits in the corporate hierarchy alongside the CEO, CFO, COO and CTO. 

This greater level of importance has led the building industry to view 
security as a comprehensive system that ties together a number of build-
ing components, including the dynamic aspect of doors and hardware. 
Previously, the various building components related to safety and security 
would have been treated separately, with little regard for how to make 
them work together. Now it’s desired that manufacturers offer products 
that work together seamlessly as a complete solution and facilitate integra-
tion with other safety and security components. 
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In the door and hardware industry, this 
has created another trend: increasingly 
complex door and hardware product solu-
tions. Technology is advancing rapidly and 
traditional mechanical security compo-
nents are getting “smarter.” More and more 
the traditional “below the ceiling” security 
elements are becoming integrated with the 
“above the ceiling” security integrations 
systems to provide more holistic solutions 
to suite the specific needs of individual 
users. If you’re the chief security officer 
of a company, you need the ability to link 
together all the different security and life-
safety components such as doors, locking 
hardware, CCTV cameras, building alarms, 
turnstile access control, etc. Today, many 
different players in the security business 
(systems integrators, locksmiths, contract 
hardware distributors, manufacturers, etc) 
need to work together to integrate door 
openings into the increasingly complex 
building management systems. 

Change Agents

The transformation has come so quickly, 
sometimes it’s easy to forget what exactly the 
catalysts were that helped bring about the 
current state of affairs. As with any industry, 
end user needs drive all change. So the 
underlying question becomes: What factors 
affect end user needs? And in our industry, 
there are several answers.

End users—the people that use the 
products on a daily basis, like the security 
officer discussed earlier—want products 
that solve specific issues, such as central-
ized and integrated access control or, on 
the life-safety side, illuminated doorways 
that draw attention to emergency exits. But 
the end users also factor in life cycle costs 
and demand products that will deliver 
reliable performance. Greater functionality, 
performance and more seamless integra-
tion with other building management 
systems would sum up the factors that 
effect demand among end users.  Architects have long expressed a desire for products that merge security with aesthetics.
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Architects offer a completely differ-
ent perspective. The architects, in 
addition to ensuring that the products 
specified on a project are compliant 
with building, fire and life-safety 
codes, are seeking products that are 
more esthetically pleasing. The most 
demanding architects seek out hard-
ware products that truly compliment 
their vision for esthetic design. It’s easy 
to see why they are so demanding; 
who would want to design a beautiful 
building, only to have the finished 
product cluttered with big, boxy hard-
ware or utilitarian looking levers. 

General contractors and installers 
also influence demand by express-
ing their own needs and “buying” 
criteria. The construction industry 
has enjoyed several years of robust 
growth, creating tight labor markets 
and a shortage of skilled workers. 

As a result, short-handed installers 
must spend more time at the job site. 
They look for manufacturers that 
make their job easier by designing 
products that are simpler to install.

Black Swans

And then there are unexpected 
forces and events completely from 
outside our industry that have a direct 
and powerful impact on product 
development. Nassim Nicholas Taleb, 
a pioneer in the field of complex finan-
cial derivatives, refers to these events 
as black swans—a term explained in 
his 2007 book, The Black Swan: The 
Impact of the Highly Improbable.

According to Taleb, a black swan 
is a high impact, hard-to-predict 
and rare event that occurs beyond 
the scope of normal expectations.

In the security and life-safety 
industry, these black swan events 
tend to be tragedies—Columbine, 
the Station nightclub fire in Rhode 
Island, September 11, 2001 and the 
numerous hurricanes that pounded 
the Gulf Coast. Each one of those 
incidents changed the way society 
thinks about security and life-safety.

Classroom security jumped to the 
forefront of everyone’s mind after 
the Columbine shootings. Society 
responded by demanding greater 
security in schools and the door 
and hardware industry answered 
by developing new products such 
as classroom security functions on 
locksets and lockdown functions on 
electromechanical hardware. 

The Station nightclub fire in the 
U.S. pointed out vulnerabilities in 
building codes and reminded us 

With the demand for greater 
functionality has come a need for 
products—including complete doorway 
systems—that are easy to install.

Hardware products now encompass 
multiple technologies, such as 
the electric strike with a built-in 
RFID reader pictured above.
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of the importance of easily locating 
exits during emergency situations. 
The February 2002 incident claimed 
100 lives when pyrotechnics on the 
nightclub stage ignited foam ceiling 
tiles and created an intense, fast-
moving fire. Most building codes 
currently require an exit sign above 
the door. But in this case, the thick 
black smoke quickly obscured the 
exit signs, sending a flood of building 
occupants toward a single doorway. 
Because of the impaired visibility, 
many of the occupants were unable 
to locate an emergency exit just feet 

away. The tragedy showed exit signs 
that are located closer to the floor and 
path marking systems are needed to 
guide building occupants to safety.

Of course, September 11 completely 
changed the way we think about 
security and created a real and 
pressing need for electromechanical 
products. The number of innovations 
over the last five years in the field of 
electromechanical hardware is stag-
gering. Biometrics, wireless network-
ing, smart cards—all of these cutting-
edge technologies are now standard 
product features within our industry. 

These technological advances allow 
door openings to become an inte-
grated part of a centralized safety 
and access control security system. 

Mother Nature also drove change. 
The hurricanes that struck the Gulf 
Coast of the United States, starting 
with Andrew in 1992, led to more 
stringent windstorm building codes 
and caused the industry to develop 
doorways that can withstand the 
destructive forces from these storms. 

Innovations

And then there are technological 
black swans that reverberate through 
all industries. About 30 years ago, 
advances in microprocessor, computer 
and credential technologies allowed 
the birth of the online access control 
system. These early systems were 
very expensive and difficult to install, 
manage and maintain.

The launch of Windows 95 and the 
rise of the personal computer were 
technological black swans that created 
a tipping point in the industry. By 
1996 the cost of an online opening 
had fallen considerably. Thanks to 
this innovation, online access control 
became more affordable and easier to 
manage. By no coincidence, electro-
mechanical access control is now the 
fastest growing market segment.

What other black swan events 
await our industry? No one knows. 
That’s what makes them black 
swans. But rest assured, more black 
swans lay in wait and with them 
will come even greater levels of 
change. Let’s hope these black swans 
are of the technological innovation 
sort and not the tragic.  

About the Author: Claude Hollyfield, DAHC is 
the Director of Training for ASSA ABLOY Door 
Security Solutions

Unforeseen events shape societal needs, such as the demand for greater security in schools.
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B 

UILDING OWNERS ARE DEMAND-
ING  more visual appeal throughout their 
buildings because they realize that the 
aesthetic design of an opening is a direct 
reflection of the entire building. As the first 

thing a person experiences when entering the building, 
the opening creates either a positive or negative 
impression that can impact future relationships with 
the business inside. 

At times, it may be difficult to maintain a visually 
appealing design. An architect or building owner may 
desire a particular look for an opening, but project 
budgets and building codes can sometimes push 
aesthetic aspirations into the background. However, 

creative architectural looks do not have to be sacrificed 
in order to have a safe and secure opening.

Door closers and power operators are considered the 
“heart of the opening,” for their role in protecting people 
and valuable assets inside the building. They play a criti-
cal role in the safety and security of the entire building, 
but they also are an important visual component of the 
opening. Achieving an appealing opening doesn’t have to 
be difficult or expensive, and project budgets and build-
ing codes shouldn’t be allowed to force aesthetics into 
the background. Here are some ideas on how to integrate 
the aesthetics of a door control solution with a building’s 
needs for High Use and Abuse, Security, Fire and Life 
Safety and ADA considerations.

c a s e   S T U D Y

BY CHUCK BARTH

 Door
Controls

Visual Appeal for



Concealed Door Closers and Operators

When aesthetics are a consideration, traditional 
surface-mount door closers can detract from the 
desired appearance of the opening. Concealed door 
closers and power operators are available to meet a 
wide variety of needs and combinations of usage.

Heavy-duty concealed closers meet High Use and 
Abuse as well as Security requirements. Concealed 
closer/holders for fire-rated doors up to 180 degrees 
meet the preceding needs, as well as Fire and Life 
Safety. Heavy-duty, high security concealed door 
closers fulfill similar requirements and also meet 
ADA guidelines. They also include a heavy-duty 
steel mounting plate, which prevents access to closer 
adjustments to minimize tampering and vandalism. 
Where these issues are not a factor, concealed clos-
ers for 1¾” interior doors simply mount out of sight 
to improve the looks of the opening. If power assis-
tance is required to meet ADA guidelines, concealed 
pneumatic low-energy power operators also meet 
Fire and Life Safety and Security needs.

Powder Coat and Plated Finishes

Finishes can add a touch of beauty to an opening 
in a number of ways. Matching or coordinating 
the door closer or power operator finish with 
other hardware and opening components helps 
enhance and unify the overall style. Plated finishes 
are available to match all standard US & BHMA 
numbering designations. Powder coating offers 
even more options. One manufacturer can provide 
150 custom powder coat colors, in addition to its 
seven standard colors. An RAL numbering system 
makes it easy to find the perfect match to blend the 
hardware into the opening. For harsh environments, 
consider adding a special rust inhibitor to protect 
the hardware’s finish and ensure that the beauty of 
the opening will last.

Smoother Designs

Some standard products are designed with aesthetic 
needs as a major consideration. While they meet the 
necessary operating requirements, they also add 
beauty to the opening. Slim Line covers for door 
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1.  Heavy duty concealed door closer provides durability for high traffic applications without detracting from the style of the opening.

2.  Concealed closer/holder for fire-rated doors that require hold-open saves money by combining both functions in a single product.

3.  Concealed track arm closers for 1-3/4” interior doors meet ADA requirements while staying out of sight.

closers provide a narrow, slim design that 
improves the look of both the closer and the 
doorway. Durable track arms are designed 
to handle interior door applications while 
also helping the door closer to blend more 
smoothly into the opening.

Achieving an appealing opening 
doesn’t have to be difficult or expensive. 
Consult with the hardware manufacturer 
early in the design process to find the best 
combination of function and appearance. 
Remember that the visual design of a 
building’s openings is important, and 
don’t allow project budgets and building 
codes to force aesthetics into the back-
ground.  

About the Author: Chuck Barth is the Institutional 
Closers Product Manager for Ingersoll Rand Security 
Technologies in Princeton, IL. 1
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T 
O UNDERSTAND OUR COMPANY, YOU NEED A LITTLE  
of the history prior to our start in January of 1958 by Tom 
Shannon and his daughter, Shirley Henry, AHC. 

Sometime in the late 1800’s George Washington Shannon, Tom 
Shannon’s great grandfather, sold hardware from a covered wagon 
in El Paso, TX. For whatever reason—war, dust storms, or poor 
economy—he made the decision to head to the Northwest.

His destination was Everett, WA, but he got side tracked to 
Anacortes. In the late 1800’s, Anacortes was considered to be the 
New York of the Pacific Northwest. It had a Milwaukee Railroad 

This year Builders’ 
Hardware & Supply 
Co., Inc. of Seattle, 
WA will celebrate our 
50th Anniversary.

BUILDERS’ HARDWARE & SUPPLY CO., INC.

years in Business

By Douglas E. Gerbing, AHC, FDHI, CSI
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terminal, a good port facility, 
large marine and fishing potential, 
lumber and cedar mills, plus good 
trade with the Far East. Many cast 
their fate to this area of Washington 
rather than further south in Seattle. 

For a great many, it was folly. 
However, in 1891 G.W Shannon, a 
small retail hardware store, was 
established in downtown Anacortes 
and continued in family hands until 
1938. G.W. Shannon had pots, pans, 
stoves, toasters, nuts, bolts, a sheet 
metal shop, plumbing and even dog 
biscuits. Lumber mills were run by 
steam, so the company carried pipes 
and fittings from 1/8” to 6”. There 
were shelves with pockets of hard-
ware goods running all the way to 
the ceiling and two rolling ladders, 
which ran the length of the store 
and back. Shirley has told stories 
of being a young girl and sliding 
the rolling ladders along the walls 
and having to count all of the nuts 
and bolts etc. that were in the many 
bins during the yearly inventories. 
Unfortunately, the Great Depression 
of 1929, and the subsequent years 
of the early 30’s took too big a toll 
on this and many other businesses. 
The original Anacortes Building 
still remains and is now a historic 
building with “Shannon Building 
1891” etched on the front. Had this 
company not gone out of business in 
the late 30’s, we just might be cele-
brating our 117th year in business. 

Between 1938 and 1958, Tom 
Shannon worked for other people 
and companies. In 1938, he went 
into the fishing industry where he 
might have remained if he’d not had 
a very serious back injury. In 1940, 
after partial recovery from the back 
injury, he returned to the hardware 
industry and started at the bottom 
with a company in Tacoma, WA. He 

gradually improved his position, 
moving into sales and purchasing. 
In 1945, the company he worked 
for purchased another company 
in Seattle and Tom was sent to 
close it or sell it. He convinced the 
Tacoma Owners to keep it open 
and expanded it with commercial 
contract hardware, by adding a 
good contract hardware team. In 
1949, Shirley came to work for the 

company and soon became the pric-
ing clerk and office manager. In 1956, 
after several more mergers and a 
disagreement over how the company 
should continue, Tom Shannon left. 
He was 52 years old and decided 
to relax for a while and purchase a 
large (approx. 60’) boat. He spent the 
next two years enjoying the boat and 
visiting areas all over Puget Sound 
and Lake Washington.
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The original Builders’ Hardware 
& Supply started in 1935 as a purely 
contract hardware company. In the 
mid 50’s, it was still very small. 
There were a total of five employees, 
counting the husband and wife 
owners. In late 1957, Tom Shannon 
sold his boat, mortgaged his home, 

and on January 1, 1958, along with 
his daughter Shirley, began the 
company under new ownership. 
They had four other employees. 
Tom Shannon’s strength had always 
been in the dealer business selling 
two step to the marketplace. The 
company merged with a financially 

ailing company, more two step 
orientated, called C.P. Keeler to 
set the foundation of what we are 
today. Times were not very good. 
Unfortunately, the early 60’s were 
poor economic years. The assump-
tion of the C.P. Keeler company debt 
load, declining business, bad credit 
customers, a Boeing depression 
and rent to pay on three locations 
created too much financial stress. 
The company was basically broke. 
Instead of going into bankruptcy, 
however, Tom Shannon and Shirley 
decided to continue the operation 
with the help of a small business 
investment company and a few 
cooperating factories. Thanks to 
the sacrifices and efforts made by 
loyal employees, management and 
further assistance from a SBA loan, 
the company survived, and began 
to grow to a healthier position. 
Mr. Shannon’s dream of how the 
company should operate began to 
take a positive direction. One of the 
things I always try to remember is 
that we exist as a company because 
a 54-year-old man had a dream of 
what we could be. At 54, my dreams 
had more to do with retirement.

In the beginning years, Shirley 
Henry was the pricing clerk and 
office manager. In the early 60’s, 
after some disasters in the contract 
division, she made the comment 
that she could run the contract 
department better then the current 
manager. Mr. Shannon must have 
agreed because he made her the 
contract department manager 
shortly thereafter. Shirley studied 
hard, went to some factory schools 
and soon became one of the early 
women in our industry to achieve 
AHC status. Her reputation and 
integrity earned her a special place 
with our partner factories, her 
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customers, and her employees. Later 
on, Shirley made the following 
comment about our company. “We 
are built on the theory that service 
to the customer must prevail and be 
the overriding factor. If one always 
remembers that motivation, along 
with some good common sense, 
this company will be successful 
and prosper for all concerned.” 
Today, we try to follow this same 
motto. The combination of Tom and 
Shirley’s integrity and drive carried 
the company for many years. 

In January of 1967, I started at 
the company, coming directly from 
college into the contract department. 
I was later to learn that I was replac-
ing a person who had a nervous 
breakdown from working on 
commercial projects with contrac-
tors. It is no wonder that no one told 
me about this during my interview 
process. At that time, I was the 
19th employee. The company was 
comprised of a dealer division for 
two step sales, a contract depart-
ment for commercial hardware and 
a walk-in area with a counter for 
retail customer sales. We also sold 
major appliances, power tools and 
could even special order televisions.

In the late 1960’s, a branch selling 
commercial hardware in Kennewick, 
WA was opened. It started with 
two employees in a 750 square foot 
building. It has now expanded to 
16 employees in 13,500 square feet, 
complete with a UL listed hollow 
metal door and frame shop. It covers 
all of Eastern Washington, parts of 
Eastern Oregon and areas into Idaho 
and Montana. The Seattle office 
covers Western Washington, Western 
Oregon and Alaska.

Additional employees have been 
added over the years. Many of them 
are still with the company today.

The company began to rent 
adjoining buildings during the 
1970’s. We added two additional 
warehouses to increase our size. In 
1981, a UL listed hollow metal divi-
sion was added to the Seattle loca-
tion. In 1985, additional warehouse 
space was added. 

In 1986, there were two important 
occurrences. We added a high-end 
residential sales department and, 
with great uncertainty as to its 
ultimate value, BH&S purchased its 
very first fax machine. Our high-
end residential department now has 
five consultants and two support 
staff. It has become a major depart-
ment of the company.

In the late 1980’s, we added a 
computer for accounting and pricing 
and, shortly thereafter in the early 
1990’s, added our first PC computer 
to be shared by all of the contract 
consultants. It was on a little table 
that was rolled from office to office 
when it was being used. As it became 
more popular we added additional 
rolling tables with computers on 
them. Now of course there is a 
computer in every office (mostly 
laptops) and at least one fax machine 
located in every department. What 
would we do without them?

Also in the early 1990’s we 
purchased our building and all of 
the accompanying warehouses. In 
1991, John Phillips came to work 
after a long career with Ernst 
Hardware, a local retail chain. He 
had been a store manager for them 
for a number of years and his retail 
skills brought a new knowledge and 
energy to our company. John ran the 
dealer division and in 2004 became 
our company president. 

On July 30, 1996, Mr. Shannon 
passed away. He was 92 years old 
and had continued to work almost 

right up to the end. He really 
just loved to come in and see the 
company that he had helped build 
over so many years. He would be 
here early, when many of us first 
arrived every morning. He usually 
left shortly after lunch in his later 
years, but he was a tremendous 
example to all of us of what a good 
company owner should be. He 
wanted a company that did a great 
job and he valued the people who 
worked for him and treated them 
well. He is still missed by those of 
us who have been here for a long 
time and who knew him best.

Shirley Henry, AHC, who had 
been the president for a number 
of years, became the Chairman 
and CEO in 1999. She continued 
to handle commercial hardware 
projects until late in 2002. As she 
began to reduce her work load, she 
still continued to be involved with 
purchasing from our major manu-
facturers. She had developed many 
friends in the industry and enjoyed 
talking to them and continuing 
to work with them. Purchasing 
allowed her to continue these 
communications. She began train-
ing replacement purchasers during 
that time as well.

In 2001, we removed our old 
style hardware counter and rows 
of stocking merchandise. In their 
place, we installed a new counter 
area that now can support eight 
sales positions and an adjacent will 
call area. We also added a large 
showroom and many new displays. 
All of this was going on during 
9/11/2001. It turned out to be an 
important addition as it created a 
new business source in 2002. 

A few years later, we remodeled 
again and moved all of the contract 
residential offices into an adjoining 
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warehouse area and added even 
more showroom space. Our walk-in 
counter and high-end residential 
departments compliment each other 
very well.

Shirley Henry passed away in 
November of 2003. Like her father, 
she continued to come into the office 
right up to the end. She had devel-
oped a strong love for the business, 
the customers she worked with and 
all of her employees. We were like 
her extended family. Her son had no 
involvement with the company, but 
there were a number of employees 
who were interested in continuing 
it. Shirley was instrumental in help-
ing the existing employees take over 
the ownership and running of the 
company. There is no longer direct 
family involvement with BH&S, and 
yet, because there are so many long 
time employees, it still feels very 
much like a family-owned company. 
It is currently set up so that it will 
be available for existing officers and 
employees to continue the company.

Since Shirley passed away, the 
company has continued to prosper 
and grow. I became president in 1999 
and became the Chairman and CEO 
when John became president. We are 
currently still in the two locations of 
Seattle and Kennewick, but we now 
have over 120 employees. Many of 
our employees have been with us for 
a number of the 50 years. We have 
three employees, Rick Guttu, Sue 
Gerbing, and myself, who have been 
here 35 or more years, 6 over 30 years, 
17 over 20 years, 14 over 15 years, 16 
over ten years, 16 over 5 years and 14 
over 3 years. The employees with the 
least number of years fit right into the 
operation and we hope will remain 
with us for many years. In these days 
of changing companies and difficult 
hiring times, it is a compliment to 

the legacy of both Tom Shannon and 
Shirley that we are able to continue in 
this direction.

John retired at the end of 2007, and 
Sue and I will be retiring in the next 
few years, but just as we have done in 
the past there has been a long training 
and planning program in place for 
the next generation of management 

and employees for our company. 
Hopefully, someday, they will 
celebrate 100 years of business.  

About the Author: Doug Gerbing is the 
Chairman & CEO of Builders Hardware & 
Supply Co. He began working at BH&S as a 
consultant in January of 1967. Doug was the 
19th employee at the time he was hired. Doug is 
the current President of DHI.
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s c h o o l   S A F E T Y

HOOTINGS AT K-12 SCHOOLS 
in rural regions in Vermont, 
Wisconsin, Pennsylvania, 
Colorado and other states last 
year as well as the horren-

dous attack at Virginia Tech remind us that 
weapons assaults on occasion occur at schools. 
As each of these shootings involved vulner-
abilities due to poor access control, they have 
special meaning to readers of this magazine. 
The K-12 school shootings all occurred in 
schools with no access control and faculty 
could not lock doors to protect themselves 
and students at Virginia Tech, increasing the 
death toll significantly. These incidents also 
demonstrate that campus weapons assaults 
can occur in the best of schools in low crime 
communities. Keeping in mind that the vast 
majority of school weapons assaults do not 
involve firearms and do not involve multiple 
victims, we shall explore the techniques that 
have proven to be effective at prevention of 
more common but less deadly attacks, as well 

as devastating but extremely rare acts of what 
the United States Secret Service refers to as 
targeted acts of violence. 

Overcoming the “It Can’t  
Happen Here” Mindset

The first step to the prevention of school 
weapons assaults is an awareness that risk 
for this type of crime is present. We often see 
weapons assaults taking place in schools with 
relatively low inherent risk levels when the risk 
that is present is not managed well. Frequently, 
these easily preventable incidents take place 
because simple procedures are not in place. For 
example, three Tennessee school administrators 
were shot while attempting to search a student 
for a weapon. Even though we have seen many 
instances of school staff being wounded, killed 
and taken hostage while attempting to search 
students for weapons, it is still common to see 
schools and school systems where this deadly 
practice is still in use. 

S

MICHAEL DORN

PREVENTING 
SCHOOL WEAPONS 

ASSAULTS
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Attacks Come in Many Forms

Many people allow the media to drive our views on 
campus safety. This is why the American public holds 
inaccurate views such as the following myths:
n  The homicide rate in American K-12 schools is rising. 
n  Campus weapons assaults occur more frequently per 

capita at K-12 schools than at institutions of higher 
learning.

n  Weapons assaults have not been a serious problem 
on campuses in other countries. 

n  The Columbine High School Attack is the worst attack 
carried out at an American K-12 school (the most serious 
incident to date was perpetrated by a fourth grader at an 
Illinois Catholic School in 1958 using fire as his weapon, 
he killed more than 90 nuns and students. Another 
attack involving explosives at the Bath Elementary 
school in Michigan in 1927 left more than 40 dead).

The reality is that homicides in American K-12 schools are 
down substantially according to every study conducted by 
formally trained researchers. While lopsided and alarmist 
media coverage has the public and many school officials 
fixated on rare but deadly targeted acts of violence, a school 
is infinitely more likely to experience a nonfatal edged 
weapons assault centering around a fist fight than to experi-
ence a preplanned multiple victim shooting. 

Formal Assessment Process

We emphasize the use of a formal assessment process 
for improvements in campus safety. Too many school 
safety efforts are based on emotion rather than factual 
analysis. Nowhere is this more apparent than the concern 
over school weapons assaults. Too many schools are 
driven to act with an overemphasis on targeted acts of 
violence to the exclusion of efforts to prevent far more 
common weapons assaults. The most effective assess-
ment strategies include anonymous staff, student and 
parent safety surveys, review by qualified external school 
safety experts and analysis of reported incidents of fights, 
bullying, gang activity, drug activity and weapons viola-
tions. All types of weapons assaults should be addressed 
in the safety strategy and most of the efforts to prevent 
common acts of weapons violence can be effective in 
reducing the chances that a targeted act of violence will 
occur. Our clients report to us they feel these measures 
can also help raise test scores, reduce truancy, reduce 
employee turnover and have other positive benefits.

Campus officials must be aware that edged weapons 
assaults and assaults using manufactured and impro-
vised impact weapons such as clubs and baseball bats, 
occur far more frequently than shootings. While the 
media tends to focus on multiple victim incidents like the 
shooting at Virginia Tech, these deadly attacks are atypi-
cal of the majority of campus weapons assaults. We know 
from interviews with hundreds of student weapons 
violators that while it is important to respond properly to 
tips and to make it easy for students to report weapons 
violators and students of concern, most students who 
carry a weapon to school do not show the weapon to 
anyone or tell others they have a weapon. I personally 
carried a weapon to school every day from the time I 
entered seventh grade at a Catholic school where I was 
badly bullied until I graduated from public school. I was 
never caught even though I carried a variety of knives, a 
large handgun and even carried a twelve gauge shotgun to 
school in a duffle bag on several occasions. This is a criti-
cal point because most schools still rely on tips to recover 
weapons and thus do not recover most weapons coming 
on to campus. If they do not utilize anonymous student 
surveys to help measure the scope of the problem, they 
likely are underestimating the level of risk. Schools should 
also utilize other means to detect weapons on school prop-
erty and more importantly, to deter students and others 
from carrying them on campus.

Most Weapons Assaults Are Preventable

We know from the experiences of numerous real 
world examples that many school weapons assaults 
are preventable. In the ten years I served as the Chief 
of Police for the Bibb County Public School System, 
the department directly averted six planned school 
shootings, one planned school bombing and a planned 
double suicide while reducing student weapons viola-
tions by more than 90%. We have seen a number of 
school systems utilize various techniques mentioned 
in this article to avert planned school shootings and 
bombings, and many others have dramatically reduced 
weapons incidents on their campuses.

Only a Comprehensive Approach  
Will Provide Real Protection 

Different types of weapons assaults require different 
prevention measures. Educational and information 
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efforts, policy implementation, metal detection for 
special events, random metal detection, the use of 
gun detection dogs to check lockers, public areas and 
vehicles on campus along with such proven methods 
as visual screening of pedestrians for indications they 
are carrying a gun, traffic enforcement focused on 
gun interdiction, on and near campus to prevent drive 
by shootings by gang members, the use of multidis-
ciplinary threat assessment techniques, tip reporting 
systems, banning high 
risk individuals such as 
known gang members 
from campus and a variety 
of other techniques have 
proven to be effective time 
and time again. It is criti-
cal to tailor the prevention 
measures selected to the 
unique setting of each 
campus. What may be 
reasonable at one institu-
tion might be ineffective 
or unnecessary at another. 
The previously mentioned 
assessment process can help 
ensure prevention measures 
are appropriate to the threat 
level.

Reduction of Triggering 
Behaviors Is as Important 
as Reducing the Presence 
of Weapons on Campus

School administrators 
should understand that 
most school weapons 
assaults bear no resemblance to the high profile multi-
victim school shootings highlighted in the media. Most 
school weapons assaults are not preplanned events 
and are not fatal. Most assaults involve edged weapons 
rather than guns and center around recurring trigger-
ing behaviors like the most common, a fight between 
students. Every time a fight occurs on campus, the 
chances that a shooting or stabbing will take place 
increase significantly. Preventing fights on campus 
is just as important as deterring student weapons 
violations.

Provide Thoughtful and Effective  
Supervision of Students

In a recent access control assessment, I was able to simu-
late passive abductions 12 out of 13 times I attempted them. 
In plain speak, that means I stole a dozen kids. This was 
possible because of three things, poor access control, lack of 
a viable visitor badge system and lack of awareness of staff. 
When gaps in supervision are this significant, most other 

types of safety hazards are 
increased including the risk 
of weapons assaults. Efforts 
to increase supervision will 
reduce the number of fights, 
the frequency and severity 
of bullying on campus and 
the chances that a shooting 
or stabbing will take place. 
Having selected staff attend 
a train the trainer program 
on techniques of supervision 
and supervision strategies can 
help dramatically improve 
supervision in the school.

Only Armed Security and 
Police Personnel Are Capable 
of Handling Incidents 
Involving Weapons

While some schools are 
still protected by unarmed 
security or police personnel, 
it is reckless and negligent 
and, I would suggest, 
morally unacceptable for 
these personnel to be asked 

to handle any situation involving the report of a weapon 
without assistance from armed officers. Campuses where 
security and police personnel are not armed should 
carefully evaluate how these situations are handled. 
Arming officers involves a commitment to more careful 
pre-employment screening and advanced training of 
personnel. It is also the only effective way to counter 
a number of specific threats involving problems with 
weapons on campus. In fact, an increasing number of 
K-12 schools are arming their campus police with tactical 
carbines and rifles, understanding that this measure can 
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What’s Being Done?

Organizations like the Foundation for Advancement of Life Safety and 
Security are steadily making progress with campaigns to promote 
a safer built environment by informing interested parties through 
research, education and communication.

The Foundation, in its partnership with the Door and Hardware 
Institute (DHI), works with recognized experts in the construction 
of more than 95% of the door openings in the nation’s schools. The 
owners of these buildings rely on the advice and expertise of a door and 
hardware consultant to keep them current on standards and technology 
as they pertain to safety and security. Current standards and technology 
need to offer a combination of the best possible and most reasonable 
amount of security that allows for the safest entry and egress into and 
out of a school building.

Those who do this work in conjunction with the Foundation understand 
the balance of life safety and security. DHI works with more than 1,500 
Architectural Hardware Consultants (AHCs) whose role it is to design every 
door opening from a use, life safety and security perspective.

This is an important area of expertise that needs to be included by 
every county and school board reassessing the life safety and security 
requirements of our nation’s schools. 

In an effort to further our industry’s efforts on this front, The 
Foundation was in attendance at the April 23rd hearing held by the U.S. 
Senate Committee on Homeland Security and Governmental Affairs.

Foundation board member Richard Barnhard, FDHI, DAHC/CDC, 
attended the hearing chaired by Senator Joseph Lieberman (I-CT) and 
ranking member Susan Collins (R-ME).

“It was important for the Foundation to attend this hearing,” said 
Barnhard. “In light of the tragic events that took place at Virginia Tech, 
it is critical that the Foundation continue to be present and to gather—

and eventually present—information that will help lawmakers make 
important legislative decisions regarding life safety and security.”

Another example of efforts to further safety in schools was the recent 
life safety and security inspections for a number of Head Start Centers 
located in the San Diego, CA area. This Foundation sponsored event was 
hosted in cooperation with the Neighborhood House Association in San 
Diego. The inspections consisted of walking through 15 centers over a 
two-day period to determine what changes, if any, could be made to 
doors at the points-of-entry and to fire-rated doors.

“With recent school-related incidents across the country and with 
the known dangers of fire, we knew that we could play an active role in 
helping organizations understand the balance between security and life 
safety,” said James Tartre, an Architectural Hardware Consultant (AHC) and 
Foundation president. “Doors are instrumental to a child’s safety and we 
felt that we could have a positive impact at the Head Start Centers.”

Efforts to further this cause are on-going. Be sure to visit the Foundation 
Web site, www.LifeSafetyAndSecurity.org for more information on current 
activities and efforts.

Call to Action
Working with officials on a new school project or school renovation? 

Make sure you consult a DHI-certified consultant at each stage of plan-
ning, design, and building to best address all issues of access control. 
Using the knowledge and experience of a qualified industry expert can 
offer school administrators the tools they need to implement sound 
policies that ultimately ensure the safety of everyone within a school 
building and minimize the potential for unauthorized entry into these 
halls of education. Visit the DHI Web site, www.dhi.org to find a certified 
consultant in your area.

not only avert the use of deadly force or allow officers to 
properly neutralize an “active shooter,” but also reduces 
the danger to innocent bystanders as well and may 
deter an assailant in the first place. One school system 
police department thus armed successfully thwarted 
six planned school shootings without a shot being 
fired. While these situations were all gang related, the 
bloodshed that was avoided was just as deadly as an act 
of targeted school violence. While most targeted acts of 
violence have not been stopped by armed police person-
nel, it should be noted that all but a few occurred where 
armed officers were stationed on the affected campuses. 
When armed officers are not in use, local police should 
be requested to handle all instances where anyone is 
reported to be in possession of a weapon. To do other-
wise has repeatedly caused needless shootings, stabbings 
and hostage situations at schools.

We have seen no convincing evidence of an increase 
in the number of school weapons assaults in recent years 
and there are several studies by respected researchers that 
demonstrate a significant reduction. The incidents that do 
occur reinforce the need for every public and independent 
school system to ensure reasonable measures are in place. 
While school weapons assaults are still relatively rare 
events, it is a good idea to periodically reevaluate strate-
gies in place to reduce the likelihood that a tragic weapons 
assault will occur on campus.  

About the Author: Michael Dorn is the Executive Director of Safe Havens 
International Inc. an international non-profit school safety center. On the 
road more than 300 days this year to make schools safer, Michael is dedi-
cated to the Safe Havens vision of safe, effective and orderly schools.  
To contact Michael, obtain a free copy of his latest e-book Let None Learn 
in Fear, or to sign up for the free Safe Havens school safety e-newsletter, 
visit www.safehavensinternational.org
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LAZING MATERIALS 
INTENDED FOR USE IN FIRE-
RATED construction have 
evolved more in the last 20 
years than any other time in 
the history of its use for that 
purpose. From isinglass to 
float glass, and wire glass 

that is commonly known as safety glass, 
glass was and still is a popular way to create 
a pleasing environment in areas of hospitals, 
schools, libraries, and other institutional 
applications in areas where fire protection 
barriers are required.

The available protection provided by the 
different types of glazing material has also 
evolved from the use of naturally occurring 
translucent to high silica content to boro-
silicate compounding and other proprietary 
compounds. The paper thin isinglass was 
succeeded in most applications by single pane, 
approximately 3/32 in. thick glass, and then 
the so called safety glass, which is about ¼ 
inch thick. Thickness of single pane glass now 
varies depending on how it is compounded.

Now, laminated glass layers over an inch 
in total thickness as well as panels with glass 
faces with gel and chemical cores are avail-
able and are used as glazing in fire-rated and 
structural-rated constructions.

So, how do you know what to use in areas 
that must have fire protection and glazed 
construction is the requirement?

To answer that question in such a way as to 
understand the application of glazed prod-
ucts, you should be aware of the rationale and 
the definitions of fire-rated glazing according 
to testing agencies and as incorporated into 
the applicable code bodies governing the use 
of those products.

According to Underwriters Laboratories, a 
nationally recognized test-
ing lab, fire-rated glazing 
materials used in building 
structures serve two princi-
pal functions. These func-
tions are fire containment 
barriers and fire protectants 
for openings within the fire 
containment barriers.

BY JOEL L IPSE Y
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Fire containment barriers or 
fire-resistive assemblies such as 
floors and walls and the supporting 
elements for these assemblies, such 
as beams and columns. The fire resis-
tive performance of these assemblies 
is determined by tests conducted in 
accordance with Standard UL 263), 
“Fire Tests of Building Construction 
and Materials” (similar standards 
are ASTM E119 and NFPA 251. The 
performance criteria for floors and 
walls in addition to maintaining 
structural integrity, includes limit-
ing the average temperature on the 
surface away from the fire to approx-
imately 325° F (162.7° C) for a rating 
period that typically ranges from 1 to 
3 hours. Glazing materials certified 
for these applications are identified 
as one of the following

Fire Resistance Rated:

These glazing materials that are 
under UL’s follow-up Program bear the 
UL Mark including the words “Fire 
resistance rated” and may also include 
a two-part marking that is referenced 
in the International Building Code 
by: A.) the letter W, representing wall 
assemblies and B.) The fire resistance 
rating time in minutes. 

Fire resistance-rated glazing mate-
rials bearing the UL Mark are listed 
in the Fire resistance Directory in 
the category “Fire resistance-rated 
Glazing Materials,” (CCET).

Fire Protection-rated Glazing

Fire protectants for fire barrier 
openings:

As a protectant for openings in 
fire barriers, glazing materials are 
used in fire door assemblies and 
fire window assemblies. The fire 
performance of door assemblies is 

determined by tests conducted in 
accordance with Standard UL 10B, 
“Fire tests of Door Assemblies” or 
Standard UL 10C, “Positive Pressure 
Fire Tests of Door Assemblies” (simi-
lar to standard NFPA 252). The fire 
performance of window assemblies 
is determined by tests conducted in 
accordance with Standard UL9, “Fire 
Tests of Window Assemblies” (simi-
lar to standard NFPA 257).

A significant difference between 
the performance criteria defined in 
these standards as compared to UL 
263 is that there is not a require-
ment that the glazing material 
surface facing away from the fire 
maintain an average temperature 
of 325° F (162.7 C).

However, there is an optimal 
temperature rise performance 
criteria for those glazing materials of 
450° F (232.2 C) at 30 minutes on the 
surface of the glazing away from the 
fire. Fire protection ratings for these 
glazing materials typically range 
from 20 minutes to 90 minutes with 
some 3 hour applications. Glazing 
materials certified for these applica-
tions are identified as:

 

Fire Protection Rated

These glazing materials that are 
under UL’s Follow-up Program bear 
the UL Mark including the words 
“Fire protection rated” and may also 
include a marking that is referenced 
in the International Building Code.

For glazing used in fire door 
assemblies, the marking described 
in the building code includes four 
parts: A.) The letter D indicating the 
glazing is suitable for use in fire door 
assemblies. B.) The letters H or NH 
indicating whether the glazing has 
been subjected to the hose stream 
test (H), or not (NH). C.) The letters 

T or NT, indicating the glazing has a 
temperature rating of 450° F (232.2° 
C) at 30-minutes (T), or that it has no 
temperature rating (NT). D.) The fire 
protection rating in minutes.

Fire protection-rated glazing mate-
rials bearing the UL Mark are listed 
in the “Fire Resistance Directory in 
the category “fire protection-rated 
Glazing Materials,” (KCMZ).

 That being said, it is of extreme 
importance that the location of fire-
protective assemblies be examined 
with regard to use within the fire 
resistant construction. You should 
be concerned about radiant heat 
transfer in locations where the 
objective is to protect lives or prop-
erty, where uncontrolled radiant 
heat can impact occupants needing 
to exit past glass and where the 
potential for fire due to ignition 
points of combustibles is possible. 

Radiant heat, as well as other 
factors, should be considered as its 
effect can be life threatening and 
destructive to property. Thermal 
radiation is a direct result of the 
movements of atoms and molecules 
in a material. Since these atoms and 
molecules are composed of charged 
particles (protons and electrons), 
their movements result in the emis-
sion of electromagnetic radiation, 
which carries energy away from the 
surface. At the same time, the surface 
is constantly bombarded by radia-
tion from the surroundings, result-
ing in the transfer of energy to the 
surface. Since the amount of emitted 
radiation increases with increasing 
temperature, a net transfer of energy 
from higher temperatures to lower 
temperatures results. 

One example of this is the warmth 
from a fireplace, accompanied by 
the pleasing look of the flames. 

cont inues on page 76
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t will come as no surprise to most 
Americans that, since 9/11, every major 
large-scale event, from the Super Bowl 
to the holiday season (when shopping 
at the local mall becomes a competi-
tive sport), is often accompanied by a 
terrorist threat warning from the U.S. 
federal government. These warnings 
are often issued with caveats explaining 
the sources or threats themselves are 
of questionable credibility, but are 
being distributed due to the nature of 
the information. Al Qaeda has stated 
that they intend to attack the U.S. and 
American interests.

Such intelligence gathering may 
include information gleaned from 
websites and postings, second- and 
third-hand information from unnamed 
individuals in faraway places, or inter-
ceptions of communications. The public 
may never know how this information 
bubbles up through the intelligence 
community to reach the media, but the 
public does need to know if it’s credible. 
The average American is in no position 
to ascertain if and when federal officials 
are issuing threat warnings to instill 
fear; buttress arguments for a war on 
terror; disseminate disinformation for 
foreign consumption; support political 
candidates, parties, and positions; or if 

the warnings have real merit to them. 
These judgment calls will be left to the 
historians, journalists, politicians, and 
former officials who write books about 
what happened under their watch.

Nevertheless, the consequences of 
issuing dire warnings on a regular basis 
are of concern because of the tremen-
dous implications these threats pose 
to public safety, disaster planning, and 
public and private financing of precau-
tionary counterterrorism measures. 
This is especially true for local law-
enforcement agencies and those build-
ing owners, landlords, tenants, facility 
managers, and design professionals 
who are responsible for protecting 
certain at-risk building types and other 
potential targets. 

During July 2007, media reports 
and statements by high-ranking U.S. 
government officials described gut feel-
ings about pending summer terrorist 
attacks and the likelihood that such 
attacks would destroy iconic tall build-
ings in five major American cities, 
creating mass casualties. There were 
no attacks of this nature in the United 
States during that time. The public 
wasn’t informed about whether these 
alerts were based on new intelligence 
or were rehashing old information long 

The New Front Lines for 
Homeland Security Are 
in the Private Sector

BY BARBARA A. NADEL, FAIA

DETERRING TERROR BY DESIGN:
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in the public realm; nor were any 
precautionary steps offered in the 
media advising building owners, 
tenants, medical trauma centers, 
or private citizens about what they 
might do to protect themselves, 
their properties, and assets before or 
after such a catastrophe. 

Seasonal Terrorist Tidings

In November 2007, more terrorism 
warning stories appeared in the 
media, leaving Americans wonder-
ing if these statements were more 
unsubstantiated gut feelings, politi-
cally motivated statements timed 
for the 2008 presidential primary 
season, or legitimate concerns based 
on intelligence. 

According to a Nov. 8, 2007, story 
on the Blotter at (www.abcnews.
com), the FBI warned that Al Qaeda 
may be preparing a series of holiday 
attacks on U.S. shopping malls in 
Los Angeles and Chicago, based on 
intelligence received by the FBI in 
late September. The alert claimed 
the goal of the terrorist group is “to 
disrupt the U.S. economy and has 
been planning the attack for the 
past 2 years.” As with other FBI and 
Department of Homeland Security 
(DHS) terrorist alerts coming out at 
holiday season since 2001, the cred-
ibility of the threat, and the sources, 
remains questionable. Government 
officials acknowledge the alert came 
to them “through a lengthy chain 
of contacts” and that “there is no 
information to state this is a credible 
threat.”

Shopping malls may be consid-
ered soft targets (not hardened 
against terrorism as other iconic 
structures, such as national land-
marks and U.S. federal buildings). 
Other countries, such as Israel and 

the U.K., have experienced terror 
attacks to commercial buildings and 
shopping centers; however, most 
mall property owners and manag-
ers have dealt with security at one 
level or another for years, and these 
warnings may have prompted them 
to revisit their security programs 
and operations.

On Nov. 16, 2007, the Blotter 
reported that DHS had issued a 
“low-credibility” threat to malls 
and Jewish schools in New York, 
based on information that someone 
in France is teaching young men 
to use explosives and encouraging 
such attacks. The DHS bulletin 
added that the threat was “non-
credible” and the source, possibly 
in Argentina, probably provided the 
added information “to create addi-
tional hysteria on the heels of last 
week’s media coverage of a threat to 
malls in Chicago and Los Angeles.”

Jewish schools and institutions, 
especially in New York, routinely 
deal with security threats year 
round, and many have implemented 
comprehensive programs, such 
as those developed by the Anti-
Defamation League’s Security 

Awareness program (www.adl.org/
security), in conjunction with local 
law enforcement agencies. 

British Government to  
Increase Building Security

In London, government officials 
are reviewing additional building 
security measures at airports, rail 
stations, shopping malls, and major 
public spaces. ABC News reported 
on Nov. 14, 2007, that Prime Minister 
Gordon Brown plans to install new 
blast barriers at 250 train terminals 
and that “thousands of movie 
theaters, shopping malls, hospitals, 
and schools will be advised on how 
to protect the public from bombs.”

To date, it appears the U.S. federal 
government has not advised owners 
and landlords of privately owned 
urban civic facilities on how to 
protect the public from bombs 
(despite dire warnings about mass 
casualties). Local law-enforcement 
agencies in major cities, however, 
often work closely with owners, 
operators, and tenants of high-
risk sites, facilities, and critical 
infrastructure.
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British Terrorism Minister Alan 
West, former head of navy and 
defense intelligence, is leading a 
security review of nearly 900 public 
spaces after the June 2007 failed 
attacks in the London entertainment 
district and the Glasgow airport. To 
his credit on tackling this complex 
issue, Lord West has met with archi-
tects and security experts to discuss 
design of new public buildings, 
including stadiums and arenas, to 
reduce the impact of shrapnel and 
explosions.

According to Lord West, “there 
have been 16 major plots to create 
mass casualties in the U.K. since 
2000. One was successful, three 
failed, and 12 were foiled by secu-
rity services.”

In the 1990s, London built the 
so-called Ring of Steel around 

the financial district, providing a 
network of barriers, closed-circuit 
television cameras, and other 
technology innovations to enhance 
security. These measures subse-
quently proved effective in tracking 
down suspects and perpetrators 
involved in the Glasgow incident, 
sources have said.

Member of Parliament Mercer: Add 
Security Design to Architectural 
School Curriculum

Subsequently, according to 
Building Design, (www.bdonline.
co.uk), on Nov. 16, 2007, a report 
published by security minister 
Lord West identified train stations, 
nightclubs, and theaters as building 
types that will require anti-terror 
measures in place. 

Most significantly, Member of 
Parliament (MP) Patrick Mercer, 
who helped write the security 
report, said, “There is some of this 
[type of training] in architectural 
schools at the moment, but more 
can and should be done.” The report 
also suggests architectural educa-
tion should include a module dedi-
cated to “understanding how terror-
ists can be deterred by design.” 

Kudos to MP Mercer for further 
advocating that “additional training 
for architects would ensure that 
safe design was also high-quality 
design.” 

Such a security module, or 
academic course, could cover more 
than deterring terrorism. Content 
could also address how design 
solutions can be employed to 
reduce crime, such as with Crime 
Prevention Through Environmental 
Design (CPTED) strategies; mini-
mizing building damage from 
high winds, hurricanes, and 
natural disasters; and the use of 
landscape architecture, site plan-
ning, engineering, materials, and 
technology to create safer facilities. 
These elements are components of 
transparent security, invisible to the 
public eye. They provide opportuni-
ties for design excellence and repre-
sent different aspects of security 
other than installing concrete jersey 
barriers, bollards, and visible items. 
Deterring terror through design 
solutions early in a project is cost 
effective in the long run. 

The post-9/11 global environment 
has placed new demands on architects, 
engineers, and the building industry, 
especially regarding security and 
sustainability needs. Practitioners 
and building owners recognize this. 
Continuing education seminars for 
maintaining architectural licensure in 

ADDITIONAL RESOURCES:

“’Tis the Season for Terror Threat Warnings,” Pierre Thomas and 
Richard Esposito, ABC News, The Blotter, Nov. 16, 2007 

“Al Qaeda May Strike U.S. Shopping Malls in LA, Chicago,” Richard 
Esposito and Vic Walter, ABC News, The Blotter, Nov. 8, 2007 

“PM: British Sites Need More Security,” David 
Stringer, AP, ABC News, Nov. 14, 2007 

“Ministers Call For Anti-Terror Design,” Building Design, Nov. 16, 2007 

National Counter Terrorism Security Office: www.nactso.gov.uk/
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most U.S. states welcome programs on 
security, as it falls directly under the 
category of “protecting public health, 
safety, and welfare.” Architectural 
students, emerging architects, and 
young design professionals should 
be exposed to the basic concepts of 
security planning and design early 
in their careers so that they will be 
better prepared to educate the design 
professions and protect the public. 
Nevertheless, most U.S. schools 
of architecture have not formally 
addressed security design in their 
degree programs.

Some academics believe that, 
unless security design is included 
in the Architectural Registration 
Exam (ARE), architectural schools 
have no real incentive to cover 
security in accredited architec-
tural degree programs. Besides, 
they say, the older professors and 
younger instructors are not trained 
in security design because it is a 
post-9/11 emerging area of expertise, 
and there is only so much design 
and technical material that can be 
covered in the bachelors or masters 
of architecture curriculum.

MP Mercer may well be success-
ful in getting British schools of 
architecture to develop a module 
on security design as a required or 
optional course of study. The British 
government is making the case that 
this issue is vital to national secu-
rity and protecting the public, based 
on previous events and ongoing 
counterterrorism intelligence. 

While others in Britain are under-
standably concerned about creating 

a fortress-style country with the 
additional security measures that 
may be proposed, the effective use 
of transparent security and advanc-
ing design excellence will go a long 
way to allay these concerns.

Building security, like the global 
movement on sustainability, which 
is being widely taught in architec-
tural schools, is an opportunity to 
develop new materials and creative 
design solutions for addressing 
emerging, 21st-century chal-
lenges. The U.S. General Services 
Administration has completed 
many award-winning federal 
buildings that reflect the highest 
standards of design excellence and 
federal security requirements. There 
are many other international civic 
and private-sector buildings, such 
as World Trade Center 7 in New 
York that can serve as case studies.

Issuing ongoing terrorist alerts 
about threats to American build-
ings has become a regular part of 
Homeland Security public information 
and policy, and may be a sign of the 
times for the foreseeable future. The 
building industry, along with schools 
of architecture, architectural school 
accrediting boards, and state licens-
ing boards, must be realistic about 
the fundamental need to educate 
tomorrow’s architects and protect the 
public from terrorism and disasters. 

The Increasing Role of the  
Private Sector

In early December 2007, the 
U.S. government announced that 

severe budget cuts are planned 
for Homeland Security grants and 
funding to states, despite the ongo-
ing security alerts to major cities. 
Congress has vowed to fight the 
cuts. The terrorist threats and risks 
have not subsided - only the federal 
government’s interest in provid-
ing grants for counterterrorism 
measures in cities and facilities that 
need it most. 

If this trend continues, the 
burden for protecting the public 
will increasingly fall to the private 
sector and, to some extent, local 
governments. Ultimately, the public 
and the taxpayers will cover these 
expenses in some way, through 
higher prices, higher taxes, reduced 
services, or a combination of all 
three. Integrating security plan-
ning early on in the design and 
construction process rather than as 
an afterthought during renovations 
and retrofits, or after a major catas-
trophe, is the preferable and more 
cost-effective approach. 

One of the best ways to achieve 
this goal is by educating and train-
ing design professionals about secu-
rity design early in their careers, 
such as in accredited architectural 
degree programs that are supported 
by the ARE and state licensure 
requirements.  

About the Author: Barbara A. Nadel, FAIA, 
specializes in planning and design of justice, 
healthcare, and institutional facilities. Since 
founding Barbara Nadel Architect (BNA) in 
1992, she has provided programming, master 
planning, design, pre-construction, operational 
analysis, value engineering, expert witness, and 
editorial services to clients nationwide and in 
Puerto Rico. 
 Barbara A. Nadel, FAIA, principal of Barbara 
Nadel Architect, in New York City, may be 
reached at BldgSecure101@aol.com.

This article reprinted with permission from the December 
2007 issue of the Buildings.com Security Newsletter. 
For more information, visit www.buildings.com.

The terrorists threats and 
risks have not subsided...
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by Heidi Abegg

Trade Secrets in an 
  Era of Employee Mobility

l e g a l

50 DOORS & HARDWARE £ MARCH 2008

T 
RADE SECRETS ARE DIFFER-  
ent from other types of intel-
lectual property.1 Copyrights, 

trademarks and patents are rights 
that an employer claims against 
the whole world. Trade secrets are 
documents, methods, prototypes 
and other types of information that 
is held confidentially and is usually 
not known or publicly disclosed. 
Research and data development 
data, customer lists, pricing lists, 
financial data, and strategic plans 
are just a few types of trade secrets 
that are commonly stolen by 
employees.

Times have changed and protect-
ing trade secrets has been increas-
ingly difficult in our mobile society. 
Employees, who used to stay with 
one company for the majority of 
their career, are now changing jobs 
with some frequency. Additionally, 
the workplace today is no longer 
contained within four walls—
employees frequently work from 
home, on a job site or from another 
location. Not too long ago, the only 

1.  The information provided herein is for general 
informational purposes only and is not intended 
to constitute legal advice.
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danger employers faced in losing 
trade secrets was an employee with 
a good memory or the physical 
removal of the trade secret. Now, 
an employee can quickly take elec-
tronic trade secrets by downloading 
them onto a small storage device, 
laptop, or email the trade secret to 
an external email account.

To prevail in a trade secret case, 
the employer must demonstrate 
that it took reasonable measures to 
protect its confidential property. 
This is a difficult task given the fact 
that legitimate business reasons 
often dictate the offsite removal of 
trade secrets due to travel, telecom-

muting, and overseas business 
operations. Trade secrets can be 
easily shared via private email 
accounts, external storage devices, 
PDAs, and instant messaging. While 
U.S. law protects trade secrets, some 
countries do not provide adequate 
protections and the stealing of trade 
secrets might even be encouraged.

How does a company demonstrate 
that it took reasonable measures 
to protect its trade secrets? First, 
a company should inventory its 
trade secrets. What information is 
accessible? Where is it accessible? 
By whom is it accessible? Multiple 
areas of the company should be 

consulted—research and develop-
ment, marketing, human resources, 
finance and accounting, and legal, 
to name a few. Second, the company 
should establish policies to protect 
the trade secrets identified in the 
inventory. And third, as I discussed 
in a previous article, a company 
must continue to protect itself when 
an employee leaves.

The remainder of this article 
will focus on establishing internal 
policies or controls. While it is 
not possible to list every possible 
internal control, since some need to 
be tailored to each company, there 
are some controls that are generally 
applicable. For example, companies 
should consider limiting access 
to trade secrets to those employ-
ees with a need to know, using 
passwords, labeling confidential 

A company must continue to protect 
itself when an employee leaves.
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information, and monitoring the access and use of confi-
dential information. Companies may need to consider 
implementing a computer use policy that permits it to 
monitor the computer and email use of employees, and 
prohibits the downloading and use of certain programs 
such as instant messaging or peer-to-peer file sharing. 
Some security procedures may be required for sensitive 
areas—sign-in sheets, bag checks, passkeys, ID badges, 
guards, ID checkpoints, and restricted access to some 
areas (both physical and electronic). Some internal 
controls may need to be specially designed to prevent 
theft of confidential information by hackers or other 
third parties.

Internal controls should be applied in some form to 
all employees, especially those that travel or work away 
from the oversight of a supervisor. Policies should be 
developed and enforced regarding the use of laptops, 
external storage devices, private email accounts at work, 
downloading unauthorized software onto company 
hardware, PDAs, and cell phones (particularly those 
with cameras). Of course, on-going education and 
training must accompany any internal controls that 
a company establishes so that employees are aware 
of what information their employer considers to be a 
trade secret and how it may be legitimately used and 
accessed.

And, as discussed in a previous article, employers 
should consider the use of non-compete, non-disclosure 
and non-solicitation agreements for all employees with 
access to confidential information. Exit interviews might 
be a prudent internal control to ensure that the company 
knows exactly what types of equipment an employee 
used and where and how confidential information was 
used and saved by the departing employee, particularly 
in the last months before departure. All company equip-
ment should be turned over, including any passwords 
necessary for accessing a departing employee’s files 
and information. Finally, departing employees should 
be reminded of the restrictions placed on them by any 
non-disclosure/non-compete/non-solicitation agreement 
which they signed. These restrictions may not only 
prohibit an employee from physically taking confidential 
information with them, but may prevent an employee 
from using confidential knowledge existing solely within 
the confines of their mind. 

About the Author: Heidi Abegg is an associate at Webster, Chamberlain & 
Bean—a Washington, DC-based law firm. She can be reached at habegg@
wc-b.com.
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Avoid Hiring the Evil Twin:  
  Six Strategies to Hire Right the First Time

By Gregg Gregory

m a n a g e m e n t
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W 
HEN ROB EXTENDED  
the offer to Kyle, he was 
sure he had hired the best 

candidate for the position. Rob had 
checked all of Kyle’s references and 
previous employment records, and 
based on this information along 
with his interviewing skills, Rob 
knew Kyle had the skills necessary 
to do the job. After all, Kyle had 
nearly four years of experience with 
another company performing many 
of the same duties.

About two months after Kyle 
started, Rob noticed that Kyle was 
not performing as he’d expected, and 
was actually performing at sub par 
levels. To top things off, he was show-
ing up late to work. While Rob had 
gone through the interview process 
designed by his company, taking all 
the precautions did not seem to help, 
and somehow he ended up with “evil 
twin” of the man he interviewed. 

This situation is a common 
problem all businesses must 
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deal with. All too often the interview goes great; 
the candidate has the skill set and possesses the 
knowledge to perform the duties. You check the 
references and previous job history and all checks 
out just fine—what seems to be the problem? 
Remember, some people are just great interviewers.

While hiring a new team member can be a shot 
in the dark, it doesn’t have to be. By following a few 
simple strategies you can avoid hiring the evil twin. 

1. Use An Up-to-date (and Accurate) Job Description 
So many organizations take this for granted, even 
though it is the foundation to the hiring process. A 
job description should reflect what the employee is 
to do on a regular basis, not on a daily basis. In addi-
tion, a job description is not how the employee will 
be evaluated, rather it should define what his or her 
duties are.

2. Define a Minimum Skill Set Requirement 
The key here is a minimum skill set requirement, not all 
of the skills necessary to do the job. If a candidate has 
all of the skills you run the risk of having them burn 
out more quickly, thus increasing your turnover rate.

Think about it this way—if you worked in the 
medical profession and the position required an RN 
certification, would you hire someone with an LPN 
certification?

A good tool to help with this is a skill set test, 
which will make sure the candidate has the skills 
necessary. This way when your candidate claims 
to be proficient in a software program, you can 
measure their skills. It’s important to have several of 
your current employees take the same test prior to 
interviews so you have a baseline to measure your 
candidates against.

3. Have Members of the Team Assist in the Interview 
Chances are you won’t be the only person working 
with the new hire, so get a couple of senior team 
members to conduct a short interview to make sure 
the new hire will fit in. As an added benefit, having 
team members involved allows them to be part of the 
process and remain invested in their growth as well 
as the development of the company.

Have everyone involved in the interview process 
ask one or two of the exact same questions. This 
accomplishes two significant factors: 
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a.  Shows consistency in the 
responses and the candi-
date’s message

b.  Shows the candidate’s frus-
tration level—If the prospec-
tive employee gets annoyed 
at the third time the ques-
tion is asked, you need to 
ask yourself—Do you want 
that person on your team?

4. Ask Probing Questions 
Think back to the basics of 
communication—the person who 
is asking the questions is the 
person in control of the conversa-
tion. If you have several preset 
open-ended questions to ask all 
of the candidates you will get 
a better understanding of each 
candidate from a comparative 
point of view.

Questions should evoke 
emotion when possible. This 
will allow you to see how the 
candidate reacts in stressful and 
even ethical situations. There 
are several good books strictly 
written about interview ques-
tions; take time and search these 
out. Find the questions that 
fit your industry or business. 
Remember not all questions will 
fit your business so find ones that 
best suit your needs.

5. Do a Background Check 
A background check includes 
checking the references and in 
many cases, utilizing an outside 
company to perform the complete 
background check. Look at this 
example: Deborah appeared to be 
a great candidate, yet when the 
complete background check came 
back, it uncovered that Deborah 
did not graduate from the college 
she stated on her resume. In fact 
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she never graduated from college. While the position 
did not require a college degree, the fact that she lied 
on her resume was enough to rescind the offer.

6. Hire on Attitude 
This seems like common sense (and it really is) but 
so many employers think that the skills are the most 
important thing. However, the top reason employees 
leave an organization is conflict with a team member 
or supervisor, so attitude is very important.

If you say your employees are your most impor-
tant assets, prove it, and make sure the person you 
offer the job to has the right attitude—also known as 
team chemistry. 

In January of this year, the West Virginia 
Mountaineers (ranked 9th in the BCS poll) defeated 
a much higher ranked Oklahoma Sooner team 
(ranked 4th in the same poll) in the Fiesta Bowl. Just 
a few weeks before the match up, West Virginia’s 
head coach announced he was leaving and would 
not coach the team at the Fiesta Bowl. Bill Stewart 
(the special teams coach) was given the job in the 
interim. After the win—during the Fiesta Bowl post-
game interview—Bill Stewart talked about the good 
chemistry of the team and accredited that chemistry 
with pulling this group of talented young men 
together defeat a the great Oklahoma Sooners.

The bottom line is this. The skill of a person 
drives the will of a person. A person who has all of 
the skills and lacks the will to push and perform 
and peak levels is just not the right fit. You can 
always teach new skills, but the will—well, they 
either have it or they don’t. You make the call.  

About the Author: Gregg, founder of Gregg Gregory, LLC, works with 
organizations to create a culture where people work together and perform 
at peak levels. Through his interactive workshops and consulting, Gregg’s 
clients achieve greater team focus, cooperation, productivity, and impact. 
His experience includes more than two decades of human resources, real 
estate, mortgage banking, as well as radio and television broadcasting. 
Please contact Gregg at: 866-764-TEAM or visit: www.TeamsRock.com.
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Communication Tips to  
  Click with Your Client

By Dianna Booher
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P 
ROSPECTS SIZE YOU UP  
personally while making 
their buying decision. “Are 

you credible?” “Competent?” 
“Interested in their situation?” The 
following tips will help you avoid 
the blank stare of disengagement.

1.  Consider Your 
Demeanor—Don’t 
Confuse Boring for Sincere

Create flair and drama as you 
present a new idea, product, or 
service. Wanting to shed the huck-
ster image of 40 or 50 years ago, 

some sales professionals have gone 
to the other extreme, and removed 
all animation, inflection, and energy 
from their delivery style in an effort 
to come across as more “sincere.”
Instead of sincere, the result is lack-
luster and boring.

If you’re not passionate about your 
proposal, neither will your buyers. 
Never confuse genuine enthusiasm 
for lack of professionalism. If you 
want to see the passion and power 
to move a world to action, watch 
the delivery styles of world leaders. 
Don’t let a passionless demeanor 
destroy your prospect’s confidence 
in your offering.

2.  Distinguish Between 
Agreeing and 
Understanding

Agreeing and understanding have 
similar “symptoms” — smiling, 
nodding head, supportive state-
ments. Make sure your buyer 
knows that you’re communicating 
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that you understand as opposed 
to agree with a viewpoint or 
issue. Not recognizing this differ-
ence can lead to opposite conclu-
sions—and big disappointments and 
misunderstandings.

3.  Use a Positioning 
Structure Rather  
Than a Pitch

Canned and formula presentations 
primarily make a product pitch. 
That is, they “tell all” about your 
organization and summarize one or 
a few key products or services (or 
product or service lines).

A positioning presentation, on the 
other hand, focuses on how your 
organization and your product or 
service differs from others—how it 
uniquely meets the buyer’s needs 
or situation. It focuses on targeted 

areas of interest where your unique 
core strength meets the buyer’s 
criteria, and then compares that 
strength to what the competitor 
offers.

Unless you present the same 
product or service to the same pros-
pect base with the same needs, it’s 
best to use the positioning structure 
for your presentations.

4.  Never Just “Walk 
Through” Your Proposal—
Give a Guided Tour

Your buyers will beat you to the 
end every time. While you’re still 
on page two, your buyers will be on 
page eight, checking out the pricing 
section. In fact, your proposal will 
compete with you for attention. 
Instead, carefully select which parts 
of your proposal to present orally. 

Then refer buyers to a specific page 
only after you make your key point 
about that page.

5.  Ask What Your Buyer 
Knows Rather Than  
Tell What You Know

“What do you know about my 
organization?” allows your buyers 
to give their perceptions. You then 
can fill in the gaps, clarifying and 
correcting, if necessary. When you 
lead with, “Let me tell you a little 
about our organization,” you’re at 
a distinct disadvantage for several 
reasons: You’re doing all the talking 
and setting yourself up in lecture 
mode as the person with all the 
answers. You may be providing 
information already known, or you 
may be elaborating on what the 
buyer doesn’t care about knowing. 
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And you have no way of knowing 
if the customer really understands 
what you’ve said - and most impor-
tant—what your organization offers.

6. Tell Failure Stories

There is power in telling case histo-
ries about clients who didn’t have 
stellar success with your product 
or service—if the reason for their 
lack of success was due to their 

own decision making, not your 
product or service. It underscores 
what other customers did wrong 
(for example, waiting too long to 
buy, not using your design team to 
install and customize their product, 
not buying a warranty) and helps 
the current prospect not repeat the 
mistake. Telling about failures of 
other product users adds credibility 
to your success stories.

One caution: Don’t use names 

with failure stories, because pros-
pects may fear you’ll tell others of 
their own mistakes later if they buy.

7. Make Statistics and  
Facts Experiential

People digest numbers with great 
difficulty. Yes, pie charts and bar 
graphs help. But if you can go 
beyond that, do so. For example, 
randomly survey your committee of 
buyers by asking them to raise their 
hands in response to a few ques-
tions; then equate those findings to 
the random survey you did previ-
ously of their entire organization. 
Are they typical of the rest of the 
employee population? How so?

Supporting statistics lend cred-
ibility to what you say. Be sure, 
however, to do all you can to help 
your buyers digest them.

Generally it’s better to  
promise only minimal gains.
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8. Prefer Understatement  
to Overstatement

After a teenager came home from 
his first summer job interview as 
a grocery stocker, his mom asked 
how it went. “I don’t know,” he 
said. “They gave me one of those 
honesty tests, where they asked if 
I’d ever cheated on an exam, if I’d 
ever stolen money from my parents, 
if I’d ever shoplifted—things like 
that.” He paused, looked a little 
concerned, then added, “I was 
answering no to all those things 
and then I got a little worried that 
maybe I wouldn’t get the job—that I 
sounded too good to be true.”

He did get the job, but it was an 
astute observation about human 
nature.

It’s always more effective to let 
your prospect “add to” what you’ve 
promised rather than “discount 
it” because it seems too good to 
be believable. Present the range of 
results you have achieved and can 
document. Generally, it is better to 
promise only the minimum gains. 
Otherwise, you set up your client 
to be disappointed. If the minimum 
gains are worthwhile to them, maxi-
mum gains will be the “extra” that 
makes them long-term fans.

So to avoid that same blank look 
of disengagement in a buyer’s eye, 
keep these communication keys in 
mind. You’ll be clicking with your 
customers in no time.  

About of Author: Author of more than 40 books, 
Dianna Booher is CEO of Booher Consultants, 
a communications training firm, offering 
programs in persuasive sales presentations, 
winning sales proposals, strategic writing, and 
executive presence. Her latest book is The Voice 
of Authority: 10 Communication Strategies 
Every Leader Needs to Know. Call 800-342-
6621 or visit www.booher.com
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Six Business Trends Every  
   Salesperson Must Know

By Daniel Burrus
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E 
VERY INDUSTRY AND  
profession goes through 
changes, and the sales profes-

sion is no different. Just because a 
certain sales technique or mindset 
worked in the past doesn’t mean it’ll 
work today. To be a top performing 
salesperson, today and in the future, 
you need to continually adapt to 
both market and social conditions. 

With that in mind, there are six 
new business trends taking place—
all of which affect salespeople in 

every industry. Understand what 
the trends are and how to maximize 
them so you can reap the rewards of 
a successful sales career.
Trend #1: Your past success will 
increasingly hold you back. (Past 
success is the enemy.)

People who are in sales long-term 
tend to be successful. Realize, 
though, that success is your worst 
enemy. When you’re at the top and 
doing well, you’re really just trying 
to keep up and meet demand. 

Having so many sales knocking at 
your door lulls you into a false sense 
of security. As such, you’re not look-
ing at enough future opportunities 
because you’re too busy reaping the 
rewards of the current opportuni-
ties. You’re not sowing the seeds of 
future success, and that’s setting 
you up for a fall. An old saying 
goes, “If it isn’t broke don’t fix it.” 
In today’s world we need to rework 
that statement to be: “If it works it’s 
obsolete.” For example, if you just 
bought the latest laptop, is the next 
newer and better version already in 
existence and about to be released to 
the public? You bet! Remember that 
rapid obsolescence isn’t just about 
products. It’s about how we do our 
business too. 
Trend #2: Technology-driven change 
will dramatically accelerate. (Rapid 
change is your best friend.) 

It’s human nature to protect and 
defend the status quo. However, you 
have to understand that technology 
is changing the future, your custom-
ers’ behavior, and your company’s 
reality. That means if you don’t 
change, you’ll be soon out of a job. As 
a salesperson, you need to embrace 

We are shifting from the Information Age to 
the Communication Age.
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change and make it your best friend 
rather than fight it and hold tight to 
the way things were. So how do you 
make rapid change your best friend? 
You spend some time thinking about 
where the changes that are impact-
ing you and your customers are 
going. Remember that change causes 
uncertainty in customers’ minds. 
You can bring certainty to your 
customers when you are confident in 
where change is going. You can lead 
your customers through the change, 
causing them to view you as more 
than just a salesperson, but as a solu-
tions provider and trusted advisor. 
Trend #3: Time is increasing in value. 
(Time is the currency of the 21st 
Century.)

Increasingly time is becoming more 
and more important to people. Why? 
We have an aging demographic in 

the United States, with 78 million 
Baby Boomers. And time gets more 
valuable as you get older because you 
have less of it. Additionally, the world 
has become more complex with much 
more for people to do with their time. 
Today we have iPods, cell phones, the 
Internet and a host of other technolo-
gies that didn’t exist when the Baby 
Boomers were babies. There’s so much 
more going on and we’re connected 
in so many more ways that everyone 
is increasingly strapped for time. 
With that in mind, the last thing you 
want to do in sales is seem like you’re 
taking someone’s time. Instead, you 
want to be giving them time. You want 
your customers to feel that talking 
to you is actually saving them time. 
Think about all the time wasters your 
customers might experience: long 
wait times for service, long hold times 

on the phone, long delivery times for 
products…the list is virtually endless. 
Such time wasters hurt your sales 
and profits. Therefore, make sure you 
have the processes in place that will 
keep customers from wasting time. 
When you can prove that you’re a time 
saver, people will choose you over the 
competition every time. 
Trend #4: We are shifting from the 
Information Age to the Communication 
Age. (Communicating is more valuable 
than informing.)

Many salespeople rely on such 
marketing tools as a company web site, 
flyers, and sales letters. But all these 
things are static, meaning they are 
merely informing people. You hope 
your sales messages will entice the 
prospect to call, but it’s still a one-way 
interface. A better way is to have your 
sales messages create action. One way 
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to do that is to engage prospects with 
your sales and marketing efforts. For 
example, you could have a contest that 
encourages people to go to your site 
and enter. So instead of just saying 
that you want people to buy your 
snack product, for instance, you can 
tell customers that they can go online 
and create or vote for the next new 

flavor. Now you get them involved in 
your product. The key is to generate 
communication, engagement, and 
involvement through your sales and 
marketing efforts. If you call someone 
and just talk to them and aren’t creat-
ing dynamic dialog, then you’re really 
just giving information. You want to 
give people consultative advice. You 

want to listen and speak and create 
dialog. Only then do you truly capture 
your prospects’ interest and convert 
them into paying clients. 
Trend #5: Solutions to present prob-
lems become obsolete faster. (Be 
pre-active to future known events.)

Almost every salesperson has been 
told to be proactive, which means to 
be taking positive action. How do you 
know if a certain action is positive? 
You wait and see. That sounds like a 
crap shoot with bad odds. Therefore, 
you need to be pre-active to future 
known events. To determine pre-
known events, you need to look at 
your customer segment and identify 
what types of events you are certain 
they will be experiencing soon. You 
then focus your actions on what will 
be happening rather than on what 
is happening. Being pre-active also 
means that you change the way people 
think. For example, if you put out a 
new product or service and hope it 
catches on, you’ll quickly learn that 
it can take a long time because you’re 
not actively changing the way people 
think about how the product can be 
used or how it might change their life. 
Therefore, constantly educate your 
customers on the value you and your 
products and/or services offer so they 
begin to rethink the results they can 
achieve and the value you provide. 
Trend #6: The value you bring today 
is forgotten faster. (Sell the future 
benefit of what you do.) 

Most salespeople sell the current 
benefits of what they do. But your 
customers already know the current 
benefit you offer. One of the reasons 
customers leave you for a competitor is 
that you haven’t cemented the future 
benefit you can bring them. Your goal 
as a salesperson should be to establish 
a long-term, problem-solving relation-
ship with customers rather than a 
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short-term transaction. Your most prof-
itable customer is a repeat customer. 
Therefore, you want customers to see 
the benefit you can give them over 
time, not just in the present. You want 
to show how the products and services 
you offer are going to be evolving 
with their needs. In other words, you 
want to sell the evolution of your 
products or services. Unfortunately, 
most salespeople don’t know their 
future benefit. Therefore, you need to 
sit down with your fellow salespeople 
and create a list of future benefits that 
you have for your customers. Also, talk 
to the people developing the products 
and services and get an idea of where 
they’re taking them. Realize that 
you’re more likely to deliver future 
benefits if you think of them ahead 
of time. As a side benefit, this kind of 
dialog will also help internal commu-
nications within the company. 

More Sales in Your Future

Successful salespeople know that in 
order to stay on top, they need to keep 
abreast of trends and changes in their 
industry. Only then can they stand 
out and be a true solutions provider 
for their prospects and customers. 
Therefore, the more you understand 
and adapt to today’s current busi-
ness trends, the better your sales will 
be—today and in the future.  

About the Author: Daniel Burrus is the founder 
and CEO of Burrus Research and author of 
six books, including the highly acclaimed 
“Technotrends.” Over the past two decades 
he has established a worldwide reputation for 
his exceptional record of accurately predicting 
the future of technological change and its direct 
impact on the business world. Dan monitors 
global advancements in technology driven trends 
to help clients better understand how techno-
logical, social and business forces are converging 
to create enormous, untapped opportunities. For 
more information, please visit: www.burrus.com
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Working with Distributors: Knowing Names

by Jason Bader

I 
N A BIT OF A DEVIATION  
from my normal subject matter, I 
want to talk about a concept that 

will help any sales rep understand 
their distribution customer better. 
Less of a concept, but more of a best 
practice. When you add the word 
consultant to your occupation, you 
are doomed to use the words best 
practice at least once a month. I have 
been doing research on the relation-
ship between wholesale distributors 
and the sales reps that call on them. 
The idea is to ask distributors what 
they want from a representative and 
then pass that information along to 
the manufacturing community. What 
makes a super rep? What can a rep 
do to make himself stand out from 
the competition? Coming from the 
distribution side of this relationship, I 
met many sales representatives. Some 
good, some bad and some downright 
ugly. Rather than dwell on the nega-
tive, here is a way to win the hearts 
and minds of all your distribution 
clients. Know who makes the 
machine run. 

Now this may seem like sales 
101. It is. The problem occurs when 
representatives stop at the top levels. 
They may get to know the name of 

the President, Branch Manager, Sales 
Manager and Purchasing Manager. 
Some may take the time to meet a 
few of the sales people, but that’s as 
far as it goes. 

A good friend of mine recently 
passed away. Bill owned an inde-
pendent rep agency and called on 
distributors for over 30 years. One 
of the most remarkable things about 
him was that he always took time 
to learn names. He took the time to 
know the counter people, the ware-
house people and the drivers. He 
took the time to meet the accounting 
folks as well. When a new person 
would enter the company, typically 
in the material department, he would 
make sure to introduce himself. 
When Bill entered the store, he 
greeted people by their first name. It 
is amazing what people will do when 
you start out a conversation with 
their first name. 

Besides being a good guy, Bill 
understood a universal truth in 
wholesale distributors: closely held 
organizations tend to promote from 
within. Most people tend to start 
out in a material handling capacity. 
Order pullers become counter people. 
Inside sales people go to outside sales 

or purchasing. In my experience, 
management personnel rarely come 
from the outside. We tend to grow 
our own. This may be why some 
of us are so reluctant to embrace 
new technology and changes in the 
industry. We learned our job from 
the people who came before us. By 
establishing a rapport with entry 
level employees, Bill was insuring his 
future business relationship. 

Closely held family distributors 
are loyal. This statement may have 
raised a few eyebrows out there, 
but lets be honest. Most distributors 
don’t change lines on a whim. You 
have to really screw up to get kicked 
out. From the distributor’s perspec-
tive, it is a real pain in the backside 
to change lines. The database work 
alone is enough to let a few things 
slide. Believe it or not, the distribu-
tion business is still very dependent 
on relationships. By gaining a famil-
iarity with everyone in the building, 
Bill knew that he was strengthening 
his loyalty position. Kicking out a 
vendor is one thing, booting a friend 
is entirely different. 

Distribution is incestuous. Queue 
the eyebrow raise once again. Even 
if a material handling person doesn’t 

s h e l f  l i f e
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grow with a particular distributor, 
there is a good chance that they will 
wind up working for a competitor. 
I know distribution professionals 
who have worked for 4 or 5 differ-
ent distributors in the same town. 
Once you’re in the distribution 
business, it’s difficult to leave. This 
rapport with a traveling distribution 
employee will help solidify your 
regional sales presence. 

In the world of distribution, new 
companies seem to pop up overnight. 
I liken this to the feeling that most 
distributor sales people believe that 
they could run the company better 
than the boss. To any salesperson 
thinking that they want to quit their 
nice comfy sales job and start a distri-
bution company, THINK TWICE. It 
ain’t as easy as it looks. Despite my 
warning, some will surely make a 

run at it. Some will succeed. This is 
where an established manufacturer 
sales rep can gain ground. 

Internal employee ascension can 
help sell more of your product. 
Consider this example. Let’s say that 
a picker has been recently promoted 
to counter sales. A customer 
comes in to look for a product. The 
company carries several different 
suppliers. Don’t tell me this would 
never happen in your place. Like it 
or not, we all duplicate lines. Who’s 
product do you think they will sell? 
What brand does Bill rep? This isn’t 
as far fetched as you may think. We 
want to do right by those who treat 
us with respect.

As I mentioned in the beginning of 
the article, this is a bit of a departure 
from my normal offering. Let me 
ask a question, does a good sales 

rep help or hinder a distributor? 
Does a “Bill” make your job easier 
or harder? I recently wrote an article 
titled, “Help Them, Help You”. I 
would encourage distributors to do 
just that. Tell the people calling on 
your company how they can really 
make a difference. Some will rise to 
the challenge, others may be too set 
in their ways. Keep trying. By help-
ing the people who call on distribu-
tors become more effective, we are 
reducing the cost of miscommunica-
tion and improving overall net profit. 

Good Luck.  

Jason Bader is the managing partner of The 
Distribution Team. The Distribution Team spe-
cializes in providing inventory management 
training, business operations consulting and tech-
nology utilization to the wholesale distribution 
industry. Jason brings over 20 years of experi-
ence working in the distribution field. He can be 
reached at 503-282-2333, Jason@distributionteam.
com, or at www.thedistributionteam.com.
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Knowledge.  We know you and your business. 

This program offers detailed, customized coverage 

specific to the needs of the openings professional 

that will afford you better coverage 

and savings in annual premiums.

With the new DHI-Sponsored Insurance Program 

available in the fall of 2007, we can provide you ways to 

lower your risk through customized insurance policies 

and risk education.

The DHI Board of Governors approved the formation 

of a DHI-sponsored comprehensive business 

insurance program in conjunction with its strategic 

partner, TISC (Telcom Insurance Services Corporation).

This new program offers:

We Know Insurance Details!

DHI-Sponsored Insurance Program  •  Administered  by TISC
Peter J. Elliott, CPCU  •  President & CEO  •  800-222-4664  Ext. 1086 
Email: pje@telcominsgrp.com

Bonnie L. Gauerke, AU  •  Program Manager   •  800-222-4664  Ext. 1635 
Email: blg@telcominsgrp.com

6301 Ivy Lane, Suite 506 Greenbelt, MD 20770  •  Fax: 301-474-6196  

FREE ADVERTISER INFORMATION AT: www.thru.to/dhi
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Architectural Wood Doors

Commercial Wood Doors

Stile & Rail Doors

Artisan® Doors

Specialty Doors

Inlaid Doors

Wood Jamb Sets

Algoma Express

1.800.678.8910 • www.algomahardwoods.com

FREE ADVERTISER INFORMATION AT: www.thru.to/dhi

PEOPLE

Bill Bowdren Joins Marshfield 
Door as Territory Sales Manager

Bill Bowdren will be joining 
the Marshfield DoorSystems 
sales team as Territory Sales 
M a n a g e r— N e w  E n g l a n d , 
Commercial Door Division on 
April 1st, 2008.

Bill has an impressive back-
ground that spans more than 
20 years in the building prod-
ucts industry.

Most recently, Bill held the position of Vice-President, Sales 
and Marketing, Fire Safe Products Division, Skamol Americas, 
where he had responsibility for product development, market-
ing and sales of a new fire door core product line. Prior to join-
ing Skamol, Bill was Territory Sales Manager with Marshfield 
DoorSystems for 7 years. Prior to this Bill held the position of 
Sales Representative with Georgia Pacific, Millwork Distribution.
Call 715-486-2495 or visit www.marshfielddoors.com.

Amesbury Door Hardware  
Expands with New Business Unit, 
Amesbury Locca

Dan Raap, Vice President of 
Amesbury Door Hardware, is 
pleased to announce Amber 
Grayson to the position of Sales 
and Marketing Director for the 
new Amesbury Locca business 
unit of Amesbury Group in 

Sioux Falls, SD. In her new role, Amber is responsible for managing 
the launch and sales of several new, innovative products being 
brought to North America. New target product categories include 
remote control access for homes and small businesses with 
emphasis on limited mobility, elderly, and disabled persons, and 
several other exciting new innovations for the home. Amesbury 
Locca products will be made available through door manufactur-
ers and various other markets. In additional to the initial product 
launch, several other new innovations for the home will come 
along with the Amesbury Locca access control products.

For more information, visit www.amesbury.com or call 
1-800-325-3359.

Introducing 45 & 60 Minute
Wood Door Frames

Call 303-255-3717 for more details.

•  Available as Ready to Finish 
   or Ready to Veneer

•  3/4” Jamb Thickness

•  Minimum 4-5/8” wall thickness

•  Easy Installation— 
 No special hardware or clips required

•  Use with Positive or Neutral 
    Pressure Applications

FREE ADVERTISER INFORMATION AT: www.thru.to/dhi

Bill Bowdren

Amber Grayson
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PRODUCTS

Alarm Lock’s Trilogy DL3200 (T3)  
Keyless Access Lock

Alarm Lock Systems, Inc. is continuing to 
push its T3 high capacity audit trail lock. 
This enhanced version of the original 
DL3200 grants access for up to 2000 users. 
Whether you are a manager, supervisor, or 
basic user, our DL3200 (T3) can accommo-
date each user with 3 to 6 digit codes for 
added security. Program each user accord-
ing to professional rank with DL3200’s 
multi-level security on the keypad or with 
a PC and/or data-transfer module. 

Easily programmable, Alarm Lock’s 
DL3200 (T3) provides 40,000 event audit 
trail logs that are date and time stamped 
when a user accesses the digital lock to 
gain entry into another part of the build-
ing. Simply create audit trail reports using 
your PC or our hand-held wireless printer, 
which plugs into serial ports on the front 
side of your DL3200. 150 scheduled lock/
unlock events help you create param-
eters when employees and/or contractors 
access your facilities. Should you wish to 
allow anyone to enter your building or 
gain access to private areas, you can sim-
ply set DL3200’s quick passage mode. 

For more information on DL3200 or 
other Alarm Lock products, please ask 
your local rep, distributor or call 1-800-

ALA-LOCK, you can also visit our website 
at www.alarmlock.com.

Continental's Super-Two I/O Combo 
Supervised Alarm/Relay/Expander Delivers 
State-Of-The-Art Access Control

Continental Access, a division of Napco 
Security Group and leader in access control, 
has been delivering state-of-the-art access 
control units for more than 40 years. Most 
recently, our engineers and designers have 
come together to create the highly advanced 
Super-Two I/O Expander. This device is 
designed to expand the capability of our 
new Super-Two Access Control panels. Each 
I/O (input/output) board allows for additional 
16 supervised alarm inputs and 16 Form C 
Relay outputs. User may also add up to three 
additional I/O boards per Super-Two. 

Our Super-Two I/O Combo version 

comes equipped with everything you 
need for plug-n-play operation including 
an auto-switching power supply, 7aH bat-
tery and charger. The battery charger pro-
vides open-collector outputs for AC Fail 
& 12V Fail notification as well as fast and 
trickle charge options. Our power supply 
provides automatic switching between 
120V & 240V for use in both North America 

FREE ADVERTISER INFORMATION AT: www.thru.to/dhi

CoronadoCoronado
Heavy-Duty Stainless Steel

Decorative Bathware Accessories
Made in U.S.A.

Gardena, California
(800) 955-2476

www.seachrome.com

SEACHROME

SEACHROME AD6.pdf   1/11/08   1:38:46 AM
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and Europe. Moreover, each I/O Expander 
board provides LED status feedback for 
12V power, relay activation, input status 
and overall board health. Every board 
comes standard with an Accessory 
Power Out circuit, which provides bat-
tery-backed 12V DC power for accessory 
equipment such as sounding devices, REX 
sensors, door strikes, etc…

For more information on our Super-Two 
I/O Combo or I/O Expander, please con-
tact your local sales rep or Continental 
Access directly at (631) 842-9400.

Marshfield DoorSystems® Introduces  
Carte Blanche™ Product Line

The architectural door industry leader, 
Marshfield DoorSystems®, is pleased to 
introduce Carte Blanche™. Carte Blanche™ 
is a new product line made of one-piece, 
composite wood then routered based 
on the specified design for commercial 
applications. This new product line 
will give customers the ability to have 
superior quality with a uniquely crafted 
custom door. 

Carte Blanche™ doors are a blank can-
vas, ready to be manufactured to the 
design ideas and project requirements 
of creative and demanding architects 
and builders. Boasting more than 180 
paint ready styles to choose from, fire 
ratings of 20 through 90 minutes, and 
neutral or positive pressure construc-
tion options, Carte Blanche™ offers the 
customer broad design options and 
opportunities. Custom elevations and 
curves are also available at no extra cost. 
Additionally, because there are no joints 
in Carte Blanche™ doors, you can rest 
assured Carte Blanche™ doors will not 
crack, warp or show separation. 

For more information, call 715-486-
2495 or visit www.marshfielddoors.com.

Adchem Develops Low Surface Energy SDL 
Muntin Tapes 
Adchem Corporation has developed a 
second-generation muntin bar tape for 
low surface energy materials. 

The new LSE SDL (Low Surface Energy 
Simulated Divided Light) tape system is 
designed for use with Kynar 500® pvdf 
resin based coating systems, Vitrasil® 
acrylic polyester and powder coated fin-
ishes. All Adchem muntin tape systems 
eliminate the need for liquid silane adhe-
sion promoters. 

The LSE SDL series provides long-term 
indoor and outdoor adhesion to a variety 
of window substrates, including easy-
to-clean and “self cleaning” glass. The 
system also bonds to cellular PVC, vinyl, 
primed and unprimed wood, plastic, and 
painted aluminum muntin bars. 

For more information, contact Joseph 
Pufahl, Adchem’s Window and Door 
Business Development Manager, at: jpu-
fahl@adchem.com or 631-727-6000 x 213.

New TSM Washroom Accessory  
Catalog And Price List

Tubular Specialties Manufacturing 
has publ ishe d an up date d wash -
room accessory catalog and price list. 
Catalog 825 features an expanded 
product line, including more towel/
waste units, partition combo units 

  i n d u s t r y  a c c e s s
p r e s s  r e l e a s e
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Experienced 
Distributors & 
Contractors Know...  

If you’ve visited a public restroom 
in a school, business, or hotel lately,
you’ve probably encountered our 
products. Since 1909, Brey-Krause 
has been satisfying distributors,
contractors and their customers 
with the highest quality washroom 
accessories. Our products are 100%
made in the U.S.A. and include a 
comprehensive line of: grab bars,
mirrors, hooks, shower accessories,
and security products, available in a 
variety of  nishes and powder-coated 
colors. 

www.breykrause.com
610-867-1401
Bethlehem, PA

Competitive Solutions

The Name They 
Can Trust  

march-08-ad-dhi-rev1.indd   1 1/22/2008   2:34:44 PM
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and security accessories. Also new are 4-Legged Shower 
Seats and Economy Shower Rod Flanges. The March 1, 2008 
price list is easy to use with drawings of every product.  
Contact: TSM Ph: (800) 472-2227 or visit www.grabbar.com

Return to Pocket Doors with Futura From Häfele

Häfele’s state-of-the-art FUTURA pocket door framing kit is 
designed for installation of the popular HAWA Junior 40/Z and 
80/Z sliding hardware. 

The cold formed, zinc-plated steel studs ensure a stronger 
pocket wall that won’t warp and the exposed part of the wood 
header is laminated to match the color of the sliding track, 
creating a more professional look. The smooth operating hard-
ware will delight users with ease of operation and installers will 
appreciate few callbacks over time.

The FUTURA pocket door framing kit creates a simple and 
straightforward installation, is suitable for sliding doors in both 
residential and commercial settings where pocket doors are 
required, and is also ADA compliant. 

For more information on FUTURA, visit us online at www.
hafele.com/us.

New BrightBlue by Schlage Web-Based Access Control System 
Extremely Easy to Use Created Expressly for 1-32 Door Applications/ 
Plug-and-Play/No Special Software or Dedicated PC

Ingersoll Rand Security Technologies announced that it will 
launch its new BrightBlue by Schlage web-based access control 
system at the ISC West Conference in April.

Uniquely, BrightBlue lets users access, monitor and manage 
their system from any computer running a standard web browser. 
Designed for applications with 1-32 doors, such as small com-
mercial buildings, K-12 schools and institutions, BrightBlue is the 
most intuitive access control system on the market today. 

1010 East 62nd Street • Los Angeles, CA 90001-1598
Phone: 1 800 624 5269  •  Fax: 1 800 624 5299

Contact us today for a FREE quote or catalog!

1/4 Page 
3 1/2”  x  4 3/4  4/C

Doors&Hard_5B  (InDesign doc.)

Runs in:
Sep ‘07, Nov ‘07, Jan ‘08, Mar ‘08, May ‘08, Jul ‘08, Sep ‘08, Nov ‘08

DOORS AND HARDWARE
Salsbury Industries - 2007/2008

FREE ADVERTISER INFORMATION AT: www.thru.to/dhi

FREE ADVERTISER INFORMATION AT: www.thru.to/dhi

RSG/AAmeS SecuRity has been a well-established manufacturer of life safety 
products for over 25 years. We offer quality products produced and assembled in 
the USA.

The RSG series electromagnetic door holders are constructed of the finest materials 
and workmanship available. They are made of durable die-cast metal and offered in a 
high luster powder coated finish.

Other features include the standard dual voltage; basic units offer superior holding 
force and low residual magnetism. Accessories include extension rods in various 
lengths. The E.D.R. stations provide immediate release of perimeter doors in case of an 
emergency. Offered in two different styles, as a pull station or break glass station.

RSG/AAmeS SecuRity, inc. 
Fire Alarm & Door Holder 

manufacturer
3300 E. 59th Street 

Long Beach, CA 90805
Tel. 562-529-5100 • Fax. 562-529-5102

www.rsgsecurity.com
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DHI Education is for EVERYONE!  
National  |  Chapter  |  In-house  |  Online  |  Challenge Exams

Don’t Miss 
DHI Education in
Lansdowne, VA 

May 11-18, 2008
Also

DHI’s 33rd Annual 
Conference & Exposition, 
Boston MA 

November 7-15, 2008

DHI Education
Flexible  |  Convenient  |  Customized

For more information or to register online, go to www.dhi.org/education.  
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The new BrightBlue system's plug-and-play design makes 
configuration easy and the embedded application eliminates 
the need for special software or a dedicated PC. When imple-
mented with Schlage wireless and VIP wired locks, this simple 
online access control system does not require a reader interface 
and other door hardware, resulting in savings of hundreds of 
dollars per door.

The new BrightBlue by Schlage system will be introduced at 
the ISC West Conference to be held in the Sands Convention 
Center, April 2-4, Booth #21045. www.securitytechnologies.
ingersollrand.com. 

Door closer gets ANSI/BHMA approval 

PERKO POWERTM, Samuel Heath’s 
controlled, concealed door closer, 
has received further affirmation of 
its performance capabilities with the 
announcement that it has achieved 
accreditation to the ANSI/BHMA 
A156.4-2000 standard for door closers.

The door closer’s success is due to solid stainless steel rods 
that provide a rigid link between the door and frame to assure 
a smooth, continuous and controlled rate of closing. 

The fact that PERKO POWERTM is completely invisible when 
the door is closed offers a number of benefits for designers, 
facilities managers and end users: Designers will appreciate the 
ability to retain a clean, unhindered appearance to the door 
without intrusion from the boxes and mechanical devices that 
are so common with most door closers, whilst the absence of 
such highly visible, and potentially vulnerable, mechanisms 
also reduces the opportunity for vandalism, thus assuring the 
door’s reliability. Total concealment when the door is closed 
also provides a useful anti-ligature solution. 

Full details on PERKO POWERTM can be found on a dedicated 
product website at www.perkopower.com. 
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DHI Education is for EVERYONE! 
May 11 - 18, 2008—Lansdowne, VA 
 
Whether you are beginning your career in the commercial door and hardware industry, are currently 
a DHI certified consultant, or if you are an experienced professional looking to enhance your 
knowledge and skills, DHI offers training designed to fit your needs AND your schedule! 
 

    DHI Education Registration – Page 1 of 2 

Student Name: _____________________________________   
Select TRACK Pricing (2-7 total days of education) or choose 
classes INDIVIDUALLY  Ex. __ days x $325/$425 per day***. 

Exclusive DHI Training*** Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
 Fire Door Assembly Inspection  
[DAI 600-Session 1] (3 Day class)   X X X    ___$1895 / ___$2395 

 
 

 Fire Door Assembly Inspection  
[DAI 600-Session 2] (3 Day class)      X X X ___$1895 / ___$2395 

 
CORE 1 Track (5-day track) Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
Basic Architectural Hardware 
[COR110] (1 day class)  X       Track: ___$1625 / 

___$2125 
-OR- Select individual 

classes: 
__ days x $325/$425 

 

Hardware Applications [COR115]  
(2 day class)   X X     

Using Codes & Standards [COR140] 
(2 day class)     X X   

CORE 2 Track (6-day track) Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
Understanding & Using Construction 
Documents [COR103] (1 day class) X        

Track: ___$1950 / 
___$2550 

-OR- Select individual 
classes: 

__ days x $325/$425 

 

Basic Architectural Hardware 
[COR110] (1 day class)  X       

Hardware Applications [COR115]  
(2 day class)   X X     

Door & Frame Applications [COR120] 
(2 day class)     X X   

CORE 3 Track (5-day track) Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
Electrified Architectural Hardware 
(Level 1) [COR130] (3 day class) X X X      Track: ___$1625 / 

___$2125 
-OR- Select individual 

classes: 
__ days x $325/$425 

 

Electrified Architectural Hardware 
(Level 2) [COR135] (2 day class)    X X    

AHC-1 (7-day track) Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
Masterkeying [AHC200] (1 day class) X        Track: ___$2275 / 

___$2975 
-OR- Select individual 

classes: 
__ days x $325/$425 

 
Detailing Hardware [AHC205]  
(3 day class)  X X X     
Advanced Detailing Hardware 
[AHC207] (3 day class)     X X X  
AHC-2 (5-day track) Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
Principles of Specification Writing 
[COR145] (1 day class) 

 X       
Track: ___$1625 / 

___$2125 
-OR- Select individual 

classes: 
__ days x $325/$425 

 

Writing Hardware Specifications 
[AHC215] (3 day class) 

  X X X    

Writing Electrified Hardware 
Systems Specifications [EHC415]  
(1 day class) 

     X   

CDC-1 (5-day track) Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
Using Door and Frame Standards 
[CDC300] (1 day class) X        Track: ___$1625 / 

___$2125 
-OR- Select individual 

classes: 
__ days x $325/$425 

 

Principles of Specification Writing 
[COR145] (1 day class) 

 X        

Writing Door and Frame 
Specifications [CDC310] (3 day class)   X X X     

EHC-1 (6-day track) Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 
Access Control and Electrified 
Hardware Systems [EHC405]  
(3 day class) 

X X X      Track: ___$1950 / 
___$2550 

-OR- Select individual 
classes: 

__ days x $325/$425 

 Installing and Troubleshooting 
Electrified Hardware Systems and 
Access Control Devices [EHC410]  
(3 day class) 

   X X X   



DHI Education Registration – Page 2 of 2 
Student Name: _____________________________________   Select TRACK Pricing (2-7 total days of education) or choose 

classes INDIVIDUALLY  Ex. __ days x $325/$425 per day***. 
Additional Courses Sun Mon Tues Wed Thur Fri Sat Sun Member Price/ Non Member Price Subtotal 

Takeoff and Estimating [COR125]  
(2 day class)       X X ___$650 / ___$850  

Product Installation [COR155]  
(1 day class)        X ___$325 / ___$425  

Material Purchasing [COR160]  
(1 day class)  X       ___$325 / ___$425  

Professional Sales [COR165]  
(1 day class)        X ___$325 / ___$425  

AHC Exam Prep [AHC220]  
(3 day class)      X X X ___$975 / ___$1275  

CDC Exam Prep [CDC315]  
(2 day class)      X X  ___$650 / ___$850  

Drawings for Electrified Hardware 
Systems [EHC400]  (3 day class)      X X X ___$975 / ___$1275  

EHC Exam Prep [EHC420]  
(2 day class)       X X ___$650 / ___$850  

Aftermarket Sales & Building 
Renovations [ELT500] (1 day class)        X ___$325 / ___$425  

Effective Management of Employees 
[ELT505] (1 day class)       X  ___$325 / ___$425 

 

TOTAL: $  
 

ALL HOTEL RESERVATIONS MUST BE MADE ONLINE AT: resweb.passkey.com/go/DHIMNS 
Contact DHI at 703-222-2010 for more information. 

 

National Conference Center Room Rate*                       $119.90* per night 
*Room rates include single room, applicable taxes and all meals. 

 

Hotel Info: National Conference Center, 18980 Upper Belmont Place, Lansdowne, VA  20176 Phone: 703-729-8000  
Transportation Info: Shuttle service to/from Dulles Airport (IAD) is provided daily for $20.00 per person each way. For questions or to make a 
reservation contact: 800-640-2684. Transportation requests need to be received 72 business hours in advance.  
 

Student Information (Please print clearly)  
 
For complete course 
descriptions, information 
on assessment exams, 
class prerequisites, class 
registration, other 
education program 
details, or to join DHI to 
receive member pricing, 
go online: www.dhi.org 
or call DHI Member 
Services:  
703-222-2010 
 
Mail or Fax Both  
Pages of Completed 
Registration Form to: 
 
DHI 
14150 Newbrook Drive, 
Suite 200 
Chantilly, VA 20151 
 
Ph: 703)-222-2010;  
Fax 703-222-2410;  
E-mail: 
MemberServices@dhi.org 
 

Name: 
 

E-mail Address: 
 
 

Member Number:  
 

Badge Name: 
 
 

Title: 
 
 

PAYMENT:
 Check   Credit Card:    AMEX    MasterCard    VISA  

 

Expiration Date: ___/___ 
 
Card #: __________________________________________________
 

Billing Address, if different from “mailing” address: 

Name on Card: ____________________________________________

Street Address: ____________________________________________

Suite/Apt/P.O. Box: _________________________________________

City: ___________________________  ST/Province: ______________

Zip/Postal Code: ________________ 

Company: 

Street Address:                                          
 
 
 
 
Apt/ Suite/P.O. Box: 

City:    

State/Province: 
      

 
 
 
 
 
 
 
                                                                                                           
Accounting Use Only                                     (Code: D&H) 
 
 

Zip/Postal Code:   

                                      
Country: 
 
 
Phone: 
 
(                 ) 
Fax: 
 
(                 )  

 

Registrations 
must be 

received by: 
April 30th ,  2008 
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L 
ocated in East Tennessee just minutes away 
from the Great Smoky Mountain National 

Park, M&W Architectural Products, an LLC, is a 
full-service distributor of commercial/industrial 
door and hardware products as well as Section 
10 specialties. We are a growing, privately 
owned small business interested in recruiting 
the industry’s finest individuals to join our team 
of dedicated professionals. Positions require the 
following qualifications:

n  Minimum three years experience in esti-
mating, detailing and project management 
of Division 8 & 10 products.

n  Proficiency in reading architectural plans 
and specifications

n  Strong customer service background with 
attention to detail and organizational skills, 
and a strong aptitude for math

n  AHC preferred, but will accept industry 
experience

n  Pro-Tech software knowledge a plus

East Tennessee is a great place to raise a family 
with many lovely communities, a wide array of 
activities to meet all interests, and a more sta-
ble economy for the construction industry.

M & W offers a competitive compensation 
package and a complete selection of benefits 
including medical, dental, Life Insurance, 
Long Term and Short Term Disability. Drug 
Screening required.

The transfer of heat takes the chill 
out of the room, our hands and feet. 
However, radiant heat can become life 
threatening when there is no barrier 
like a wall or the appropriate fire-rated 
glass between you and the heat of an 
uncontrolled fire. Radiant heat can 
burn skin and ignite property as much 
as 15 feet away from the fire source.

The recently revised NFPA 80 
deletes size limits for glazing materi-
als without considering radiant heat 
hazards. Only in Appendix I does it 
caution us to consider radiant heat 
when selecting glazing materials 
in large sizes. Again, the burden 
falls upon the shoulders of the DHI 
professional to assist the architects 
and code officials to make the appro-
priate choice of materials.  

About the Author: Joel Lipsey is the Senior 
Engineering Associate for Underwriters 
Laboratories. 

PROJECT MANAGER
END USER REP

Qualified candidates should submit resume with salary requirements via e-mail to:

Tom Martin, Vice President 
E-mail: tmartin@mwarchprod.com
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Distributors Wanted

Toilet partition distributors wanted. 
Fast, efficient, service-oriented 

manufacturer seeks representation.
PARTITION CORP.

P.O. Box 3035 • Freeport, NY 11520
516/546-0550 Fax: 516/546-0549

www.knickerbockerpartition.com

For 

classified rates, 

deadlines and  

other information 

contact:

Cathy DeCenzo

E-mail: 
classifieds@dhi.org

Call: 
703-766-7026

Help Wanted

>>> CONTINUED at www.dhi.org

DOOR SALES
Door Worx, Inc., a growing pro-
vider of hollow metal/wood doors 
and commercial door hardware, is 
currently seeking experienced Sales 
Professionals to help us grow our 
business, particularly in the Philadel-
phia, Baltimore and DC markets.
Qualified candidates will possess 
excellent sales and customer service 
skills; the aptitude to prepare tech-
nical specs and drawings; and the 
ability to coordinate with our door 
shop to insure a smooth and timely 
flow of orders to our customers. AHC 
certification is a definite plus, as is 
advanced quoting expertise.
Door Worx offers a generous bene-
fits package as well as a rewarding 
salary/commission structure, with 
first year income potential of $100k+. 
This is an outstanding opportunity 
for a “can do” person who is looking 
for a challenging and rewarding 
experience with a growing company. 
If you are interested in this exciting 
opportunity, please forward your 
resume and cover letter to:

DOOR WORX CORP. 
Attn: Human Resources 

123 W. Airport Road 
Lititz, PA 17543 

Fax: 717-625-7095 
E-mail: joe@doorworx.com

 

  
 

  

 

 

  

THE GIRTMAN GROUP 
Nashville, TN

The Girtman Group’s business con-
tinues to grow, and we are adding 
additional members to our staff. We 
are interested in recruiting the in-
dustry’s finest individuals to comple-
ment the professionals that currently 
make up our National Accounts 
Department.
The Girtman Group offers qualified 
candidates in the distribution of 
doors, frames and hardware a new 
and exciting opportunity:
Team Leader/Team Member for 
National Accounts
We seek individuals with the cus-
tomer service and technical skills 
to handle the various aspects of a 
national building program. These 
skills include detailing, project man-
agement, purchasing and communi-
cating with customers and vendors.
The Girtman Group offers a compet-
itive and comprehensive employ-
ment package. Relocation expenses 
will be provided. 
Interested parties please forward 
resume to:

THE GIRTMAN GROUP 
7115 Cockrill Bend Blvd. 

Nashville, TN 37209 
Fax: (615) 350-6686 

More Industry Opportunities 
are Just a Click Away!

@ 

w w w. d h i . or g
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Card Holder’s Name (print name as it reads on card):
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     Purpose: � is course is designed to be an introduction to the world of 
Architectural Doors and Builders Hardware to those who have less than 
two years of experience in the industry or who have limited exposure to 
the broad range of products used in this industry.
     � is course is also an excellent refresher for industry veterans who 
want to refamiliarize themselves with the areas they do not focus on on a 
daily basis.

Fundamentals of Architectural 
Doors and Hardware 
Self-Study Course (SSC100) 
Order Form (30 CEP points)

CD-ROM Shipping   $12.00^

BILLING ADDRESS:         Check if same as shipping address. If di� erent, please note “billing address” below:
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A 
Pre Installation Meeting provides the opportu-
nity for installers to be prepared to accurately 

follow the specifications and ensure that the refer-
enced standards are satisfied. For example, NFPA 80 
Standard for Fire Doors and Other Opening Protectives 
has articles defining required clearance dimensions 
that could only result from proper installation of 
doors, frames and hardware. 

The Door and Hardware Supplier, Architect 
and Contractor should attend the Pre Installation 
Meeting. All types of openings should be addressed 
with particular attention given to fire-rated open-
ings. The following documents cross-reference each 
other and will serve as a guide for arranging the 
agenda and ensure all parties have adequate infor-
mation for correct installation. 

n  Division 8 specification sections will list the refer-
enced publications and define the procedures 
for submitting shop drawings, approved hard-
ware schedules and manufacturers templates. 

Issues that can be addressed in these documents 
include wall reinforcement for wall mounted stops, 
protection of hardware and fasteners affected by 
frames filled with grout and identifying which open-
ings are fire rated. The installer needs to be aware so 
as to not inadvertently void the label by improper 
drilling or cutting fire-rated doors. Warranties are 
also dependent on correct installation.

n  ANSI A250.11 Recommended Erection Instructions for 
Steel Frames describes recommended methods 
for the installation of steel frames for swinging 
doors in a variety of wall conditions commonly 
used in commercial buildings. 

Article 2.1 Storage of frames at the job site states that “All 
frames shall be stored under cover. Assembled 
frames shall be stored vertically. The units shall be 
placed on at least 4″ (102 mm) high wood sills or in a 
manner that will prevent rust or damage. The use of 
non-vented plastic or canvas shelters that can create 
a humidity chamber shall be avoided.” 
Article 3.1 Plumbing the frame reads “The contractor 
should be equipped with a carpenter level, square 
and wood spreaders. Where welded frames are 
provided with spreader bars, they shall be removed 
before setting frames. Set the frame in the desired 
location and level the header. Square jambs to 
header. Shim under jambs if necessary. With frame 
on line, set wood spreader and fasten jambs to floor 
through floor anchors. The spreader bars shipped 
with welded frames are also called shipping bars. 
This article is accompanied by illustrations.
Article 7 Steel stud wall construction describes the proce-
dure for installing frames in steel stud walls with 
drywall. This article includes a note that drywall 
must extend ½″ into the frame at fire-rated openings.

n  SDI 122 Installation and Troubleshooting Guide for 
Standard Steel Doors and Frames describes many 
post installation techniques for making adjust-
ments to steel doors and frames, including 
illustrated instructions for shimming hinges. 
Cross referencing with NFPA 80 will further 
clarify the acceptability of these procedures.

n  NFPA 80 Standard for Fire Doors and Other Opening 
Protectives sets national standards for the instal-
lation and maintenance of fire-rated assemblies.

Article 6.4.3.4 Shimming allows hinges to be shimmed in 

tech tip
do you know?

Door Frame & Hardware Installation
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You will earn 3 CEP points by reading the article and answering the problems. Upon completion, copy or detach this page, fill in the form below, and 
submit your answers by mailing or faxing the page to DHI.

Door and Hardware Institute
Education and Technical Services Department
14150 Newbrook Drive, Suite 200, Chantilly, VA 20151-2232
703/222-2010; Fax: 703/222-2410

Name:  ___________________________________________________ DHI ID number: ___________________________

Address: _________________________________________________________________________________________

City: ______________________________________  State: _____________________  Zip: _______________________

Phone:  __________________________________________________________________________________________

Retain a copy of this exercise for your Continuing Education renewal application. Answers to these problems will be  
posted on our website (www.dhi.org) on the first day of the next month following the issue month of the magazine.

75tech tip
do you know?

order for the opening to meet clearances stated in 6.3.1.7 
provided the shims are made of steel.  6.4.3.2.1 states 
that “Hinges shall be secured in accordance to the list-
ing and the manufacturer’s installation instructions.” 
Then, 6.4.3.2.2 requires mortise hinges to be fastened 
with steel machine screws.

Fasteners are mentioned again in 6.4.1.3 pertaining to 

closers by requiring the use of steel screws or through-
bolts. The use of correct fasteners not only allows fire 
ratings to remain intact but also results in optimum 
holding power and correct product performance.

Referenced standards are tied together to help ensure 
the result is correct hardware properly installed.

1.  List two reasons for using the correct fasteners for 
surface mounted closers

  ____________________________________________

  ____________________________________________

2.  Problems relating to door and hardware installation 
can be avoided by

  ____________________________________________

  ____________________________________________

3.  Name three standards that should be referenced in 
the specification.

  ____________________________________________

  ____________________________________________

4.  Where is information regarding hinge shimming for 
fire rated doors located?

  ____________________________________________

  ____________________________________________

To acquire CEP points, answer the following questions:
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“The Friendly Hardware Wholesaler”

Midwest is Now Servicing the Northeast Faster

Alert!!!

Our 4 strategically located warehouses in Missouri, Florida, California and 
Pennsylvania allow us to ship to 46.5% of the US population within one day 
and 99% within two days via standard ground transportation.

Currently Featuring The Kaba Product Line

Multiple Warehouse Locations
Experienced People
Excellent Service Levels
Available 14 Hours per day
Product Availability On Over 40 Brands
Professional Outside Sales Force
All of the Top Product Lines
Outstanding Fill Rates
Electrical Expertise
State Of The Art Keying Services
User Friendly Catalog and Website
Your Partner Not Your Competitor
Competitive Pricing

Multiple Warehouse Locations
Multiple Warehouse Locations
Multiple Warehouse LocationsMultiple Warehouse Locations
Multiple Warehouse Locations

Multiple Warehouse Locations
Multiple Warehouse LocationsMultiple Warehouse Locations

Multiple Warehouse Locations 

We have just opened a 
warehouse in the Harrisburg 
PA area and are now 
shipping to much of the 
Northeast in one day.

New 
Pennsylvania 
Warehouse

1 Day
2 Days

Transit Days
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NGP stays on top of code compliance, specifi cations and product improvements 
for all your door hardware needs.  Constant product testing and ongoing education 
have helped us create a team of experts who stand ready with immediate answers 

to your installation, compliance, and technical questions. 
 

Call us today and get an earful.
1.800.647.7874

National Guard Products, Inc.
The products you count on. The people you trust.

Call NGP Call NGP Call NGP 
and get and get and get 

answers answers answers 
from from from 

a real a real a real 
know-it-all.know-it-all.know-it-all.
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